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Something Doing 
In Indiana 


The Star League is making itself felt in Indiana 
just the same way The Muncie Star made itself felt. 


The Star League, with over 110,= 
000 paid circulation, covers the best 
part of Indiana, 


The Muncie Star covers the gas and oil belt. 

The Indianapolis Star covers the central part of 
the State. There are twenty-nine steam and traction 
lines centering here and tapping the State in every 
direction. 

The Terre Haute Star covers the rich mining, 
manufacturing and agricultural district in the west- 
ern part of the State. 

The Star League papers are delivered daily to the 
people “yr, 927 Rural Free Delivery routes. 

Each of The Star League papers has more paid 
circulation than any other paper in the city in 
which it is published, and the combined circulation 
is 40,000 more than the claimed circulation of any 
other paper in the State. 

Watch The Star League. There’s something 
doing. paaeoeet 
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Corner Market Street and Monument Place, Indianapolis, Indiana, 
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Roll of Honor Notice 





Publishers heretofore barred from entry into 
the Roll of Honor because they had not the 
requisite qualification—that is, because they 
did not place on file a detailed, signed and 
dated statement strictly conforming to the 
rules of the American Newspaper Directory 
have Now an opportunity to be admitted to 
that department if they do the four things 
here specified: 





1st.—Set down separately the number of complete and 
perfect copies printed of each issue during the 12 
months preceding the date of statement. 


2nd.—Divide the sum of the several issues by the number 
of separate issues, thus ascertaining the average 
issue. 


3d.—The statement should be dated, 


4th.—The statement should be signed by some person 
whose authority to give the information is either 
evident or stated. 


If statements of the character specified are 
sent to the editor of Printers’ Inx, he will edit 
the copy for the Roll of Honor and turn the 
statement over to the editor of the American 
Newspaper Directory for use in the 1904 edi- 
tion of the Directory now undergoing the 
thirty-sixth annual revision. 

For further information, if desired, address 
Managing Editor Printers’ Inx, 10 Spruce St., 
New York. 
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SOME INNOVATIONS IN IN- 
SURANCE ADVERTISNG. 





Publishers of the big magazines 
have had to answer a question the 
past few weeks, each ior himself. 
It admits of two replies—‘Yes” or 

“No.” Some publishers have said 
“No.” Others haven't. The ques- 
tion is, “Do you want the adver- 
tising of the Equitable and Pruden- 
tial Life Insurance Companies?” 
It iooks simple, and not ditficult to 
decide. The advertising runs stead- 
ily at regular rates. The com- 
panies have been using magazine 
space for a long ‘time, and will 
probably continue to advertise for 
years to come. Yet the publishers ‘ 
of the Cosmopolitan, Delineator, 
Ladies’ Home Journal, Saturday 
Evening Post, OUuilook, Leslie's 
Monthly, Metropolitan, Youths’ 
Companion and some dozens of 
religious journals have said “No,” 
and in some cases with decided 
emphasis. 

The question carries a qualifying 
clause. Magazines that wish to 
carry the advertising of these two 
companies must agree to refuse the 
advertising of the Century Life In- 
surance Club, 7 East Forty-second 
street, New York. Richard Wight- 
man is the secretary and founder 
of this club, and his activity in in- 
surance advertising the past vear 
has alarmed the companies, it is 
said. The Century Life Insurance 

lub, according to its pri nted mat- 
ter, is a means for se! ling life in- 
surance by mail on sma!l payments. 
Mr. Wightman conceived:-this idea 
some time ago and began advertis- 
ing last winter, chiefly in the Out- 
look. His club was then called the 
Outlook Life Insurance Club, after 
that publication. His advertising 


was entirely new in that it set be- 
fore the reader a definite plan of 
insurance—something that could be 
acted upon by return mail. 


An in- 
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quirer sent particulars regarding 
his age and occupation, and after 
being examined by a physician in 
his own localitv paid a deposit of 
$5 and received a policy in the 
New York Life Insurance Com- 
pany for $1,000, assuming monthly 
deposits in payment of the annual 
premium. Policies for $2,000 were 
also issued. This plan made it un- 
necessary for the insured to make 
the considerable first payment re- 
quired by life companies. It was 
instantly successful. Both men and 
women were insured, and as the 
policies were written by one of the 
largest, safest life companies in the 
world, there was no suggestion o} 
‘scheme’ in the enterprise. Mr. 
Wightman had simply found a pop- 
ular way of selling old-line life in- 
surance to the public. 

Presently the advertising was 
discontinued, and while it is diffi- 
cult to obtain accurate information 
on this point, it is said that this ac- 
tion was taken because other large 
life companies feared the competi- 
tion that was being created through 
this method of selling insurance 
through advertising. A life insur- 
ance company maintains complicat- 
ed, expensive machinery in the 
form of solicitors and local agen- 
cies. Insurance sold bv this ciub 
method, through general advertis- 
ing, practically supersedes the life 
companies’ machinery, and is there- 
fore a dangerous competitor. 
Whether the companies took action 
to hamper the club plan last spring, 
when the advertising stopped, is 
not apparent, but there is no ques- 
tion that open opposition was 
shown when Mr. Wightman’s ads 
reappeared recently in leading 
magazines. The policies issued to 
members of the Century Life In- 
surance Club are carried by one of 
the old-line insurance companies. 
The purpose of the club, as set 
forth in advertising literature, is to 
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promote thrift by encouraging 
prudent insurance investment, and 
to provide club members with the 
best endowment policies on easy 
monthly deposits. When a man or 
woman joins the Century Life In- 
surance Club a deposit of $5 is 
made, and the policy for $1,000 is 
immediately delivered. Then small 
monthly deposits are made for sev- 


this is open to members of the or- 
ganization who may be visiting the 
metropolis, providing a headquart- 
ers for meeting, writing, reading 
and resting. 

Mr. Wightman was seen by a 
reporter for Printers’ INK, but re- 
fused to say anything concerning 
the opposition to his advertising. 
He stated that the membership of 





RICHARD WIGHTMAN, 


eral months to the club’s secretary 
until the first year’s premium is 
cared for, the secretary turning the 
whole amount over to the insur- 
ance company. Premiums for the 
second and all subsequent years 
are deposited direct with the insur- 
ance company. A handsome club- 
room is maintained at the offices of 
the club in Forty-second street, and 


the club now includes people in 
every State and Territory, and of 
many occupations, and that the plan 
put reliable insurance within the 
reach of professional and salaried 
people and mechanics and wage- 
earners generally. Four letters 
were taken from his desk to show 
the class of applicants. They were 
written by a barber, a soldier in the 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 16. 


You Have to Pay for What You Get 


But be sure you get what you pay for. ‘‘ Nobody ain’t goin’ to do 
nothin’ for nobody for nothin’.’’—Sis Hopkins. 


THE WASHINGTON STAR 
THE BALTIMORE NEWS 

THE INDIANAPOLIS NEWS 
THE NEWARK NEWS 

THE MONTREAL STAR 

THE MINNEAPOLIS JOURNAL 








offer an advertising investment that not only gives a dollar’s worth for a 
dollar, but pays interest that is compounded daily. 


These high grade, evening, home dailies are commercial institutions. 
They sell advertising space as a merchant sells goods—circulation of a cer- 
tain quantity and quality at a fixed price, which is the same to all. 


No gratuities of any nature whatever—no complimentary notices, no 
free space or other schemes conceived to break rates. 


Requests for position without extra charge not considered. 


No paid advertising matter appears without marks or style to indicate 
its character. 


Short time rates invariably charged when space contracted for is not used. 


The-e six great evening dailies treat all patrons the same in all cases— 
no discrimination, no favoritism, no humbug of any kind. 


You get what you pay for; no more, no less. It is a cold-blooded 
business proposition. 


I offer you the highest grade list of clean, evening home dailies under 
one representation in the world. If you do business on a business basis, I 
should be pleased to talk with you. If I can co-operate with you in any way 
to help make your advertising a good business investment, I am at your 
service. 

M. LEE STARKE, 
Mgr. General Advertising. 


Tribune Building, Tribune Building, 
NEW YORK. CHICAGO. 
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United States army, a ship-fitter 
and a master mariner. He is an 
insurance man of practical experi- 
ence, and some time ago concluded 
there was a quicker way of insur- 
ing peopie than that of going from 
door to door. Advertising free 
from statistics and proofs of the 
solidity of the big companies 
(which nobody ever questions) 
must give place to advertising that 
exploits the simple, human, helpful 
phase of the life insurance idea, 
calling attention to its advantages 
as a means ot saving money as well 
as its protection. This idea he is 
endeavoring to make clear and at- 
tractive. How weil he has _ suc- 
ceeded is shown in a recent adver- 
tisement: 

Any institution that is human succeeds. 
The Century Life Insurance Club is most 
decidedly human. It is a success—a big- 
ger one than was guessed or dreamed. 
Men and women of thrift and health, 
with all sorts of incomes and represent- 
ing all sorts of callings and living in all 
parts of the country, are taking mem- 
berships just as fast as they can be got- 


ten ready, if not a little faster. Now, 
why are things this way? In what re- 
spect is the Club human? Why do peo- 


ple apply and applaud? The answer to 
these three questions is wrapped up in 
the following club points and privileges: 


ist. The Club literature fights shy of 
“statistics” and technicalities and makes 
the insurance at tgaged plain and in- 


teresting to everybody. People want 
high-grade insurance and “like the idea of 
being able to get it in a pleasant and 
quiet and easy way. If you are in good 
health, a membership fee of only $1, 
payable when convenient, entitles you to 
all the privileges of the Club. The Club 
obtains for each member an unexcelled 
Endowment Policy for $1,000, or more, 
in one of the reliable ‘Insurance Com- 
panies at the usual rate, but on small in- 
stallments deposited monthly for a few 
months, according to age—not a bit of 
strain or worry for the Club member. 
All facts concerning the Insurance Com- 
pany which has been selected to issue 
the Club policies,—its premium rates, 
guarantees, etc., are fully explained in 
the Club literature, which is exceedingly 
interesting and handsomely illustrated. 
3d. The use of the Club rooms, which are 
beautifully furnished and located right 
in the heart of New York, is free to all 
members, resident and non-resident. It’s 
quite a nice thing, if you are visiting the 
metropolis, to be able to feel “at home” 
as soon aS you strike town. In short, 
this is just about the nicest way to save 
money safely that has ever been placed 
within your reach. And besides, if you 
should be unexpectedly called away, the 
friends who are left behind have a sub- 
stantial token of your unselfishness and 
regard. 


The N. W. Ayer agency is plac- 


ing the club’s advertising, and has 
firm faith in this plan of selling 
insurance. Another conv incing 
proof of its worth is shown in the 
fact that this most interesting in- 
surance advertising is accepted by 
such conservative publications as 
the Youth’s Companion, Saturday 
Evening Post, Ladies’ Home Jour- 
nal and Outlook under the peculiar 
conditions imposed — conditions 
that are, perhaps, altogether un- 
precedented in advertising. 

Mr. Wightman is the author of 
an interesting little book entitled 
“The Chair of Life Insurance in 
the University of Finance, and 
How I Happened to Sit in It.” In 
this volume, a business autobiogra- 
phy, he outlines his advertising be- 
liefs: 

_All this set me to thinking. 
nights and I thought hard. 

Finally, one day, when the herons were 
mating in the marsh and a veil of mist 
hung over the mountain’s face, I left 
myself sitting on the moss-cushioned 
rock with the easy stump back and the 
fungus head rest, and, walking about 
six paces, turned about, looked myself 
straight in the eye, and addressed myself 
as follows:— 

“Young man, 


I thought 


this insurance business 
is a pretty serious proposition. You 
are in it and it is in you. You had 
better not evade responsibility nor weak- 
ly smother your convictions. Insurance 
is more than a business, and you know 
it. It is a cause, the people’s cause, and 
needs to be, in the highest sense, espous- 
ed. Go to the people and make their op- 
portunity plain. Do it in forceful terms 
and by methods that have never been 
dreamed of under the sun. Cart away 
the rubbish of insurance conventionality 
and ambiguity and build in its stead a 
shining shaft of financial truth that can 
be seen from afar and approached with 
happiness. 

“Fight shy of ‘statistics,—leave that 
to the actuaries and accountants. Only 
those engaged in the business are inter- 
ested in the race between the companies 
—the public don’t care a rap. ‘Annual 
statements’ appeal chiefly to insurance 
men and a few fussy financiers. The 
solidity of the best-known companies is 
conceded,—nobody questions it or cares 
to hear it argued. Spend not a minute 
with that, but take the human, helpful 
phase of the insurance idea and make 
it so clear and attractive that men and 
women will take insurance as they take 
bread, because it is good and nourishing 
and meets a real need of their life. 

“This they will do when they under- 
stand-their privilege, and henceforth let 
it be your business to make them under- 
stand it. 

“How shall you do it? Bv going from 
door to door? No. That method, while 
good enough in its way, is too slow for 
you. You have served your apprentice- 
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ship as an insurance canvasser, now pass 
on to better things. In a lifetime you 
can only see a few people face to face 
on this matter. There is a quicker way 
and this cause of the people won’t wait. 
Other men will, of necessity, stay by 
the usual method and the field machinery 
of the companies is built to help them, 
but for you there is something else,— 
summon the types! 

“Advertising is the art of getting busi- 
ness ideas into the human consciousness. 
The American public is big and impres- 
sionable and the avenues of approach re- 
putable and inexpensive. Summon _the 
types! Do what Wanamaker and Pyle 
and Armour do. If people can be 
clothed and cleaned and fed by type- 
teaching, they can also in the same way 
be encouraged to save money for the days 
of certain decrepitude, build comfortable 
estates for themselves by habits of 
prudence and thrift, and provide for 
something to take the place of the strong 
man in case he has to leave the planet 
unexpectedly. 

“Summon the types!) Make them your 
allies and expressors. Serve the people 
with insurance truth. They will be 
mighty glad to get it. Be no partisan. 
Keep your windows open to the sunlight. 
Stand for the idea and stand strong.” 

And thus it happens that I have un- 

#dertaken to make good life insurance 
plain and popular with the people. So 
far as my influence and teaching can 
reach, it must no longer be regarded as 
a burden, a mortuary affair, a somber 
duty, a financial mystery. Stripped of 
technicality and obscurity it must stand 
in the white light of common sense and 
fact,—a thing beautiful, understood, ap- 
preciated, and received with joy. In 
simple language the inspiring story of 
estate-building and_ estate-leaving by 
means of life insurance must be persist- 
ently told. Such is my task. I hail it 
end go forward. And the taught, not the 
teacher, will receive the bulk of resultant 


ed 
“PUT YOURSELF IN HIS PLACE.” 
You like square dealing. You ap- 
preciate courteous treatment. When a 
man tells you a thing is so and you find 
it to be so, your faith in him begins to 
grow. If he tells you time after time 
that things are so and you always find 
the measure of his promises filled right 
up to the rim, in time you take his word 
for its face value—roo cents on the dol- 
lar without a question. Now then that’s 
the secret of advertising that makes bus?- 
ness. Exaggeration and deception in ad- 
vertising is just as bad for a business 
as the same mistakes practised behind 

the counters.—Jed Scarboro. 


LincolnFreie Presse 


GERMAN WEEKLY. 
LINCOLN, NEB 
Takes the place of 280 Pommey wockties at 
1-10 the cost. Great saving i ok keeping, 
postage and electros. 


Actual Average Circulation, 146,448 
Rate, 36c. 














A Little Chicago 
Philosophy 








If a solicitor or salesman visits 
in one day ten people of a certain 
class, and sells his wares to three, 
how many sales will the solicitor 
or salesman make who visits in 
one day twenty people of the 
same class? 

If an advertiser offers his 
wares through the advertising 
columns of a newspaper having a 
given circulation to a certain class 
in a given territory, how much in- 
creased is the opportunity for 
making sales of the same wares 
advertised in the columns of a 
newspaper having double the cir- 
culation of the same class in the 
same territory? 

Advertisers are gradually solving the 
above problemsas applied to THE CnicaGo 


ReEcoRD-HERALD and its nearest com- 
petitor. 














The 
Mail and Express 


(ONE CENT) 


Maximum Quality 
Minimum Price 


Combined with con- 
stantly increasing 
circulation make it 
the 


“LEADING EVENING 
PAP 




















ADVERTISING A PHOTO- 
GRAPHIC STUDIO. 


Samples of work form the basis 
of some effective newspaper ad- 
vertising done by Brown & Co.,, 
photographers, Detroit, Mich. A 
specimen of good work is the 
photographer’s best advertisement, 
but the coarse half-tone effects pos- 
sible in a newspaper debar many 
pictures that are highly attractive 
in the original. Brown & Co. have 
hit upon the expedient of printing 
views containing interesting details 
and telling a little story about 
them. Following are several re- 
cent ads: 

(Accompanying view showing artillery 
being fired).—That Detroit is at the 
front as a photographic art center can- 
not be gainsaid. A lens which has just 
been invented was used in photographing 
the above. This photograph was exposed 
one one-thousandth nart of a_ second. 
At the time a strong wind was blowing, 
as will be noticed by the bending trees; 
even the smoke from the fuse at the 
breech of the gun is noticeable. 

The success one Detroit photographer 
attained in using this lens led to an or- 
der from the Voightlaender & Sons Op- 
tical Co., Brunswick, Germany, for 200 
prints of various subjects, showing the 
perfection of the new lens. We refer 
to Brown & Co., Photographers, 79 
Washington Ave., Detroit, to whom this 
order was recently sent. 

(View of athlete pole-vaulting.)— 
This is a 1014-foot jump made by one of 
the cadets at the Michigan Military 
Academy at Orchard Lake. A jump 
through mid-air as this is has to be done 
very quickly. If the man should hesitate 
when he has gotten to the point where 
he is pictured above, it would mean a 
straight drop of 10% feet. More diffi- 
cult than the trick itself is the photo- 
graphing of it. To catch it at the op- 
portune moment is the aim of the photo- 
grapher as well as to catch it quickly. 
The photograph from which the accom- 
panying illustration was made was ex- 
posed one one-thousandth part of a sec- 
ond. Mr. Brown, of Brown & Co., 
Photographers, 79 Washington avenue, 
who secured the photograph, has been 
awarded the work at the academy for 
the past four years. 

(Enlargement of amateur photo.)— 
Scores of amateur photographers during 
the summer months perchance have cap- 
tured some choice bits of scenery like 
the above with their cameras. The ma- 
jority are not aware that the small nega- 
tives can be enlarged to sizes ranging 
from 8x1o to 16x20, making pictures fit 
to hang in the homes of cultivated and 
critical people. These choice bits of scen- 
ery are prized by the amateur. and if 
placed in the hands of a competent ar- 
tist can be reproduced in excellent ef- 
fects. The largest and most complete 
enlarging plant in the State of Michigan 
is to be found at the studios of Brown 
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& Co., Photographers, 79 Washington 
avenue, Detroit. The volume of business 
handled is such that an expert in this 
line is kept constantly busy. Prices for 
this class of work will be found sur- 
prisingly low for the quality given. 

(With portrait of old gentleman.)— 
A great mistake is made among most 
photographic artists in trying to make 
an old face appear younger by removing 
the beautiful lines of age. In photo- 
graphing a person advanced in years it 
is necessary to portray the features as 
they are, eliminating only the lines of 
care to make the picture a work of art. 

A photographer must have as sound 
a knowledge of the principles of pic- 
ture making as the painters have, and 
to be successful must put personal ex- 
pression into his work. Mr. Brown, of 
Brown & Co., Photographers, 79 Wash- 
ington avenue, Detroit, Mich., with his 
long experience in the varied branches 
of photographic art, has achieved great 
success in posing both old and young 
and creating in his pictures the sense of 
realism seldom accomplished with the 
camera. It is only necessary to call at 
their gallery to see the fine results ac- 
complished. Photographs of people ad- 
vanced in years will be found and of a 
high grade of artistic merit. 

Photography is a subject on 
which many people need to be edu- 
cated. If such truths as the fol- 
lowing were generally published in 
photographic advertising it is cer- 
tain that more high-grade work 
would be demanded by the public 
and better prices prevail: 

There are two distinct roads in photo- 
graphy—the goal of one being a-record 
of facts, and of the other an expression 
of beauty. Pre-eminent in these is the 
photograph whose motive is_ purely 
aesthetic: to be beautiful. It with even 
ignore facts if they interfere with the 
conception that is kept in view. The 
photographer must understand the laws 
of composition, those also which affect 
the distribution of light and shade; his 
eye must be trained to distinguish 
“values,’”’ that is to say, the varying ef- 
fect of light vpon objects of different 
n.aterial and the gradual changes in the 
color of an object according as it is 
nearer or farther from the eye. In ad- 
dition there must be the instructive 
sense of what is beautiful in line and 
form and color, which may be developed 
by study, and, lastly, the natural gift of 
imagination which conceives a beautiful 
subject and uses technique and instinct 
to express it. 

It is attested by many that in this 
country to-day, the portraits by the best 
photographers attain a higher average 
of all around excellence than those of 
the best painters. 

A review of the work produced by Mr. 
Brown, of Brown & Co., Photographers, 
79 Washington avenue, Detroit, reveals 
the fact that what we have said regard- 
ing the photographer’s essentials is true 
of Mr. Brown’s work. Every photograph 
produced is in itself beautiful, and as 
we have said, not a mere expression of 
facts. 
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WINDOW PHILOSOPHY. 


The best advertising is that 
which makes a direct proposition 
to the reader, inviting him to act. 
This principle applies also to win- 
dow display. The nearer a win- 
dow comes to the people who pass 
in the street the more goods it will 
sell. To convey direct suggestions 
it is necessary that the window 
dresser select articles appropriate 
for definite types of people, giving 
them prominence. Take the cloth- 
ier for an example. Every mer- 
chant and clerk in this trade knows 
that a man who is over-stout 
should wear a certain kind of hat, 
collar, cravat and waistcoat if he 
would avoid being ridiculous. 
The stout man doesn’t always 
know these things, however. He 
will appreciate the kind of im- 
personal suggestion that can be 
imparted through the window, and 
when he has learned some of the 
principles of tasteful dress silently 
and at leisure, he can come into 
the store and put his newly ac- 
quired information to direct use. 
Let the clothier’s window-man 
select the highish collar with nar- 
row opening. narrow  four-in- 
hand scarf and high-cut waist- 
coat that a portly man_ should 
wear, topping them off with 
the derby that will lengthen his 
face and add an inch or two to 
his height. Let the why and where- 
fore of these articles be set forth 
at some length on a card: 

For stoutish men this collar and cravat form 
an up and down line from chin to waistcoat, 
giving length to the face. This waistcoat is 
high-cut and carries the line further. The hat 
is a shape that adds an inch or more to the 


wearer’s height. Result on a stout man, to to 
20 pounds less weight in appearance. 


A companion group can be made 
up for slender men, or these ar- 
ticles can form a separate window. 
Thin men need just the opposite— 
low-cut waistcoat. collar with wide 
opening, large wide cravat and a 
hat that will not add to the height. 
Then there are things that may be 
worn hy the average man. A win- 
dow- iresser whose taste in these 
matters is nice will carry out such 
ideas in a variety of effects, fur- 
nishing Cress suggestions to the 
youth of twenty. the man of forty 
or fifty, the septuagenarian. Men 
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are likely to make errors in dress 
particularly when they select from 
an attractive window display. The 
cravat that takes the eye of a youth 
of twenty may be appropriate only 
for his father, and the reverse. To 
sell goods by means of the window 
is good, but to sell them to the 
right person is better. It insures 
subsequent satisfaction and future 
sales, and may be easily accom- 
plished by having a definite class 
of purchasers in mind when plan- 
ning the display. What has been 
said about men’s dress applies also 
to women’s garb. Hints of this 
sert will obtain appreciation even 
more quickly from women. In 
other retail lines are commodities 
for particular classes of people, 
and these should be aimed right at 
the persons who ought to have 
them, both in the window and in 
advertising. Ads directed at a de- 
finite class are becoming common, 
hut the window is still of a general 
nature in its offerings. So direct a 
medium ought to be made more 
direct where practicable. It may 
be objected that such displays, 
while effective with the classes in- 
terested, leave out the rest of hu- 
manity. The same point has heen 
raised against the “direct appeal” 
newspaper ad, and those who have 
found it profitable aver that more 
replies can be got by addressing a 
class than by aiming the ad at the 
human race in general. No com- 
modity on earth is good for every- 
body. Many articles are manufac- 
tured for a limited class. In aim- 
ing window display or ad at that 
class the merchant really makes an 
appeal as wide as it can be 


MANAGER WANTED 


for Chicago office of well- 
established special agency. 
Advertising manager from 
home office of good daily 
paper preferred. State 
age, salary, experience 
and references. “SPECIAL 
AGENCY,” care of Print- 
ers’ Ink, 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


The decision on the most im- 
portant trademark case of recent 
years has now been given, and it is 
with relief as well as satisfaction 
that I record the result, which is 
all that the advertising community 
could wish, and gives the victory 
to the honest merchant against the 
substitutor, all a'ong the line: 

* * * 

I call this case important, not be- 
cause of the amount of actual 
money involved in it; not on ac- 
count of the number and import- 
ance of the witnesses called, which 
included some of the most dis- 
tinguished men in medicine and 
pharmacy; not because of the fact 
that the most distinguished trade- 
mark advocates at the English Bar 
were engaged in the case; not be- 
cause the plaintiffs were one of the 
most famous drug houses in the 
world, but because the issues in- 
volved were important in a vital 
degree to the existence of adver 
tising as a business; because if 
the finding of the learned iudge 
had been other than what it most 
happily is a blow would have been 
struck at commerce as a whole. 
Burroughs, Wellcome & Co.’s cause 
was the cause of all advertisers in 
all trades, and I propose to analyze 
and explain the judgment. of which 
I have been at the pains to obtain 
a verbatim shorthand note, and to 
show how infinitely important the 
decision is. 

* x + 

As I mentioned in my former re- 
port of the pleadings, the action 
was brought by Burroughs, Well- 
come & Co. against Thompson & 
Capper, and the cause of it was 
substitution. Burroughs. Wellcome 
& Co. registered in March, 1884, 
the word “Tabloid” as a trademark 
for compressed drugs. Tabloids 
have been extensively advertised, 
and are prescribed by every doctor 
in the United Kingdom. When 
these medical men prescribe Tab- 
loids they expect and intend that 
products of Burroughs, Wellcome 
& Co. and none others be dispensed 
to patients. Of late years innum- 
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erable substitutes for Burroughs, 
Wellcome & Co.’s Tabloids have 
been manufactured by various 
firms and handed on to retail chem- 
ists and druggists, to be sold in- 
stead of Burroughs, Wellcome & 
Co.’s_ Tabloids whenever they 
could be so substituted. No doubt 
there is also a legitimate trade in 
compressed drugs taking the same 
shape as Burroughs, Wellcome & 
Co.’s Tabloids, and while I think 
that some retailers have shown a 
not very commendable spirit in the 
way they have imitated the rather 
peculiar-shaped little bottles in 
which Tabloids are packed, no one 
objects to the sale of such goods 
by legitimate methods, otherwise 
than as substitute, and the plain- 
tiffs never claimed any sort of 
monopoly in compressed drugs. 
* * * 


But the defendants in this case 
had not been content with legiti- 
mate sale. It was proved that ina 
number of instances they had sold 
tablets not made by Burroughs. 
Wellcome & Co. when Tabloids 
were ordered, asked for, and medi- 
cally prescribed. Thus far the 
case is a very ordinary one. But 
where it becomes extraord! nary, 
where it becomes important, is in 
the defense set up by counsel for 
Thompson & Capper. The defense 
was that they had a perfect right 
to sell other compressed drugs— 
any compressed tablets they liked— 
when Tabloids were asked for, and 
that the name Tabloid was illegally 
registered as a trademark, being i in- 
capable of such registration, and 
should be forthwith removed from 
the register. Against this last plea 
the Comptroller of Trademarks in 
the Government office showed 
cause, and among other pleasures 
incident to this action Messrs. 
Thompson & Capper will have the 
privilege of paying the costs of that 
official. 

* * 

Now let us examine this defense. 
It is pleaded that the word “Tab- 
loid” cannot be treated as a private 
trademark because it is so univer- 
sally in use as to have become a 
part of the English language. In- 
stances were quoted to the Court 
in which newspapers had used the 
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word “Tabloid” to mean a small, 
concise particle of anything—even 
allegorically, as “Tabloids of 
Thought” for brief apothegms or 
axioms, etc. Punch among other 
newspapers was quoted in this 
sense; and it was evidently felt 
that the Court would regard what 
Punch said as no laughing matter! 
Therefore, said the defense, it is 
evident that Tabloid is anybody’s 
word. Everyone knows it. Every- 
one knows what it means. It ought 
not to be kept on the Register of 
Trademarks at all. You cannot 
register a descriptive word, and 
“Tabloid” is a descriptive word, 
for you see it is thus used by the 
newspapers. Why, it is so univer- 
sally in use that if anyone invented 
a small hackney carriage, someone 
else would be sure to call it a 
Cabloid. (They didn’t actually 
use this last argument, but they 
would if they had thought of it.) 
* * * 


But the Judge wouldn't listen to 
this kind of thing. The reason that 
everyone knows the word “Tab- 
loid” is because Burroughs, Well- 
come & Co. have spent some mil- 
lions of dollars in advertising it. 
There can be no more monstrous 
legal sophism than to argue that 
because a man has had the wit to 
invent a word which is useful out- 
side of its restricted application; 
because he has had the courage, 
the wealth, and the energy to ad- 
vertise it so that everyone does 
know and use it, he is to be de- 
prived of the revenue attached to 
his wit, and his courage and his 
energy, and his sacrifices. The 
case is on all-fours with an attempt 
made to rob the Eastman Company 
of the word “Kodak” because 
Kodaks have been so widely adver- 
tised that the public, apart from 
actual photographic operators, 
thinks any hand-camera is a Ko- 
dak. If the Judge had listened to 
this plea, no one would have been 
safe. Advertising would have been 
paralyzed. It would have been 
dangerous to be too skillful, too 
witty, too liberal, too ingenious, 
lest you should rob yourself of 
your own property in the name you 
had invented and advertised. That 
is why this case was so vastly more 
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important than any other [ re- 
member, and why the outcome of it 
has been awaited with feverish in- 
terest by hundreds of business 
men, a considerable number of 
whom assembled in Court to hear 
the most just decision which has 
now been rendered. 
* * * 

The learned Judge found that 
the acts of substitution alleged 
against Thompson & Capper had 
been proved, and that they had no 
right to sell as Tabloids, with or 
without that name on the wrapper, 
when Tabloids were asked for, 
any goods other than Burroughs, 
Wellcome & Co.’s. And he further 
held that the name “Tabloids” had 
been properly registered as a trade- 
mark and must remain on the Re- 
gister. In regard to this one im- 
portant point of law was made. 
It is well understood that a de- 
scriptive title cannot be registered, 
and that if registered, a descriptive 
title must be removed. But in or- 
der that a trademark shall be bad 
on the ground of descriptive char- 
acter it must have been descriptive 
—that is, it must have been of such 
G kind as to convey to the under- 
standing of an ordinary person— 
at the time the mark was first re- 
gistered. No amount of subsequent 
notoriety can vitiate it. This is of 
great importance as a point in 
trademark law. The defendants 
were ordered to pay damages and 
costs to the plaintiffs, and also to 
pay the whole of the costs of the 
Comptroller of Trademarks. 

AN ILL U STRATED AGE. 

Despite the cost and worry and 
trouble, illustrating in daily journalism 
has come to stay. Though the dailies in 
England, France and Germany have not 
as yet undertaken it, nearly every big 
paper in the United States has its quota 
of pictures in each issue. A few con- 
servatives have stood off, but they must 
come to it at last. Already they are 
weakening. Newspaper readers want to 
know how things and persons look. The 
more interesting and readable the news 
story, just that much more anxious are 
the readers for the pfctures. Your fas- 
tidious citizen who assures you that yel- 
fow journalism is very distasteful to him 
will read the delightful and literary story 
in his conservative—an@ then buy a yel- 


low to see how the thing really looked. 
—Saturday Evening Post. 
e- 


Merit is a “slow coach” without_ad- 
vertising to push it along.—Jed Scar- 
boro. 
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THE “UNUSUAL STORE.” 








Any advertising man who loves 
his work would be certain to find 
pleasure in managing the publicity 
of a store like that of A. A. Van- 
tine & Co. In all New York there 
is not another like it—nor in the 
United States. For one thing, the 
Oriental goods imported and hand- 
led by this firm are unique, and 
full of the quality that artists call 

“character.” New and _ curious 
merchandise is continually coming 
out of the mysterious East, and the 
commonplace or unattractive ar- 
ticle is practically unknown. There 
are porcelains, bronzes, cloisonne 
ware, china, silks, brasswork, rugs, 
draperies, fans, ivory carvings, art 
objects, bamboo, rattan and teak- 
wood furniture and thousands of 
quaint novelties from China, Ja- 
pan, Persia, Turkey. Palestine and 
India. A. A. Vantine & Co. have 
branch houses in Yokohama, Kobe, 
Nagoya, Shanghai, Nanking, Can- 
ton, Hong Kong, Smyrna, Con- 
stantinople, Bombay, Calcutta, 
Amritsur and Sultanabad, and in 
all the wonders of Broadway there 
is hardly any line of goods so 
varied, attractive and susceptible of 
presentation through advertising. 
For another thing, its clientele is 
peculiarly intelligent and respon- 
sive. It is composed of the people 
who read Town Topics and Life, 
who have a taste for beautiful 
things and the means to gratify it. 
The methods of a large depart- 
ment store might prove disas- 
trous if tried on the Vantine fol- 
lowing, but approached with me- 
diums that conform to their ethics 
of good taste they show as keen 
an interest in advertising as the 
readers of Macy’s Sunday page. 

The publicity of Vantine’s is di- 
rected by Mr. William Loruenser, 
who is also assistant general man- 
ager of the store. Comparatively 
small spaces are used in leading 
dailies, but the chief denendence 
is put upon booklets. folders, mail- 
ing cards and other literature. 
These are mailed to customers on 
the firm’s books and to the people 
whose names are in the Elite Di- 
rectory. During the past vear Mr. 


Loruenser has made much of the 
store’s character, and most of the 
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literature sent out has had the 
flavor of the Orient. 

“We find that Japan is full of 
good advertising material,” he 
says. “For example, here is the 
cover of a booklet to be used in 
announcing a new mode in dress 
ornaments. It is printed in Japan 
from native color blocks upon 
crepe paper. We import these 
covers and print the body of the 
booklet in New York, using rice 
paper with double pages in the 
Japanese style. Our methods are 
practically embodied in the cam- 
paign of which this booklet is to be 
a part. We are exploiting a line 
of embroidered ornaments this fall. 
These ornaments are sold by the 
yard, and are cut out and sewed to 
gowns. There are no duplicates, 
for the embroidering is done by 
hand. Therefore, it is possible to 


obtain exclusive and _ individual 
dress effects. Such a novelty ap- 
peals to women. and the mode 


promises to develop into a real fad. 
We have introduced it in a small 
way, and are now preparing to ex- 
ploit it more generally. For this 
purpose we have sent samples to 
our correspondent in Paris, where 
the best fashion artists will make 
colored plates showing the appli- 
cation of the ornaments to the lat- 
est fall and winter gowns. When 
these plates come to us we will 
have them reproduced in the finest 
halftones to be had for money, em- 
bodied in this booklet and sent to 
about ten thousand women in New 
York and vicinity. The style will 
first be announced in a copper en- 
graved letter, and when the book- 
let follows later it will secure a 
reading because it is expected. 
Furthermore, its Oriental charac- 
ter will at once attract attention 
and be in keeping with the com- 
modity. 

“It is our aim to give every bit 
of literature sent out a touch of 
the Orient, and we have been so 
successful that almost anything 
Tapanese, Chinese or Turkish is 
identified with Vantine’s. One of 
our marked successes was the 
hooklet mailed last Christmas. Our 
literature is all planned a long time 
ahead—sometimes six months be- 
fore mailing. We began on this 
Christmas hooklet in August. It 
was called ‘Holiday Greetings from 
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Japan,’ and contained Christmas 
suggestions for the different per- 
sons of an average family. It had 
a Japanese cover, and we wished to 
give it the appearance of having 
been mailed from Chrysanthemum 
Land. Therefore, we had _ parch- 
ment envelopes of an odd size 
made in Yokohama, and our agent 
there set his thirty Japanese clerks 
to writing ‘A happy new year to 
our patrons’ upon each envelope 
in native characters. Then a can- 
celled Japanese stamp was pasted 
onto each envelope and the lot 
was shipped here, where we ad- 
dressed them in English and sent 
them out under a two-cent stamp 
about a month before Christmas. 
The effect was good enough to de- 
ceive even an experienced adver- 
tising man, and was very success- 
ful. Customers who came in dur- 
ing the holiday trade approved the 
clever thought of having a greeting 
sent them from Japan. Some 
thought that the native legend was 
their names and addresses in Jap- 
anese. 

“We are also beginning to uti- 
lize Turkish and Arabian character 
in designs for booklets and other 
literature. Here is a catalogue of 
Turkish rugs and carpets which 
we are preparing along these lines. 
We also use a vivid combination of 
red and yellow for Chinese book- 
lets, and have adopted the color 
scheme for our wagons. 

“Along the New York, New 
Haven & Hartford Railroad we 
have bulletin boards built to re- 
semble a Chinese gate, and these 
will be supplemented with fifty 
along the Pennsylvania Railroad 
between Newark and Philadelphia. 
Each of the new bulletins will be 
a mile post, and each will be dif- 
ferent from the others, showing 
some primitive Oriental mode of 
travel, as the ’ricksha, litter and 
palanquin. The Oriental idea is 
also being carried out in our news- 
paper ads by means of a border 
bearing Oriental figures. Every 
summer we distribute Japanese 
fans, and find them good adver- 
tising. A. A. Vantine & Co. are 
American agents for Japanese ad- 
vertising fans, supplying them to 
Rector’s, Siegel-Cooper and other 
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large firms. The Burlington Rail- 
road has used them many years, 
and its annual distribution must 
be in the neighborhood of 275,000. 
Fans cost from $10 to $25 per 
thousand, according to quality, and 
are printed in the Orient from 
Japanese designs. One of our 
most peculiar and_ profitable 
sources of publictiy is through 
the theatres. We have always 
been kindly to theatrical folks, 
giving them advertising fans by 
the case and he‘ping them in the 
mounting of plays containing Or- 
iental effects. Actresses come to 
us for stage costumes, and when 
we have a stunning new mode we 
try to have it worn upon the stage. 
Women look to theatrical folks for 
dress hints, and when one of our 
novelties is being worn in a big 
production it is advertising of a 
most direct sort.” 
HIS “SANATORIUM.’ 

According to the Journal of the Am- 
erican Medical Association an_ enter- 
prising advertising practitioner of Des 
Moines used a picture of the State House 
on his circulars and pamphlets, thereby 
creating the impression that his sana- 
torium had five gilded domes and count- 
less windows. He has been indicted on 
the charge of obtaining money under 
false pretences. 
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A JUST CLASSIFICATION OF 
MAIL MATTER. 





Last week the New York Board 
of Trade and_ Transportation 
adopted, though by a small majori- 
ty, a set of resolutions calling for 
a new classification of mail matter, 
with charges on each class meas- 
ured by the cost of the service. 
The classification which had com- 
mended itself to the entire com- 
mittee appointed by the Board to 
consider the subject is precisely 
that already commended in these 
columns. There should be, said 
the committee, but three classes of 
mail matter, namely: 

First class: To consist of all written 
matter, as now. 

Second class. To consist of all matter 
that cannot be classified as written or 


printed. . 
Third class. To consist of all printed 

matter. 

At present, it will be recalled, 


there are nominally four classes and 
really five, because printed matter 
is divided into two classes and one 
of these classes further sub- 
divided into two classes, with dif- 
ferent rates of postage on each. 
By these artificial divisions printed 
matter if mailed by a newspaper 
publisher pays o..e cent a pound, if 
mailed by a newspaper reader it 
pays four cents a pound, and if 
mailed by a publisher or reader of 
books, pamphlets, or business an- 
nouncements it pays eight cents a 
pound. The committee reports 
that there is no justice or sense in 
these distinctions. Even assuming. 
it says, that the Government should 
not tax the people for the trans- 
portation of printed matter because 
it is claimed to be a general edu- 
cator, it is grotesque that the De- 
partment should charge “the 
heaviest rates for that which is of 
the greatest benefit to the people, 
viz., the writings that are found 
to be worthy of a more permanent 
form than the columns of a peri- 
odical.” There may be reasons 
why parcels weighing less than a 
pound, whether books or newspa- 
pers, should be charged the full 
pound rate, but certainly on all 
larger parcels the cost of service 
varies almost exactly with the 
weight of the matter handled. We 


is 
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are glad to observe that the oppo 
sition to the committee’s report 
came from objections to minor 
features, or to the fear that re- 
duced rates on merchandise would 
injure local business interests in 
many parts of the country. The 
question of rates, however, was not 
the essential part of the commit- 
tee’s report, and may be safely lett 
to later discussion. The central 
point of attack is the injustice of 
charging one individual from four 
to eight times as much for the 
same service as another individual 
is charged. If all the business men 
in the country who support the 
principle that the Government 
should charge all citizens the same 
price for the same service would 
let their Congressmen hear from 
them, the worst abuse in our postal 
rates would be ended and the way 
cleared for further reforms.—The 
Outlook, December 26. 


POSING THE SCHOOL- 
STER 








New York, Dec. 30, 1903. 
Editor of Printers’ INK: 

Can you give us the status of the gen- 
eral advertising agent in his relation to 
the advertiser, the papers and the public? 

First—Is he the agent of the adver- 
tiser? 

Second—Is he the agent of the pa- 
pers? 

Third—Is he a broker doing business 
on his own responsibility and, therefore, 
the agent of no one? 

Fourth—Have these questions, or any 
of them, ever been passed upon by the 
Courts of New York or any other State? 

Fifth—Does the general law of agent 
and principal, as applied to the ordinary 
affairs of commercial life, also apply to 
the business of an advertising agent? 

L. S. LEonarp. 


He is not the agent of the adver- 
tiser. Nor is he the agent of the 
paper. He is a broker doing busi- 
ness on his own responsibility, and 
not, in fact, the agent for any one. 
The courts have dealt with the 
question from time to time and al- 
ways taken the ground that the 
general advertising agent is agent 
for himself and for nobody else. 
The general law of agent and prin- 
cipal as applied to the ordinary af- 
fairs of life do not apply to the 
business of a general advertising 
agent because he is not an agent in 
fact—only one in name. 
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(A Roll of Honor ) 


NotTe.—Advertisements under this caption are accepted from publishers vo 
according to the 1903 issue of the American Newspaper Directory, have submitted for 
that euition of the Directory a detailed circulation statement, duly signed and dated, or 
have supplied o similar statement for the 1904 issue of the Directory, now under, oing’ re- 
vision and to be issued in April next. Such circulation figures as are mentioned last are 
characterized by a >. 

Tuese are generally regarded the publishers who believe that an advertiser has a right 
to _ew what he pays his hard cash for. 

The black figures denote the average issue for the year indicated. The tight faced 
number in brackets denotes the page in the American New ‘spaper Directory which con 
tains the details of the publication’s character. No amount 0° money can purchase a place 
in this list for a paper not entitled to it. 

Advertisements under this caption will also be accepted from publications to which the 
American Newspaper Directory accords che sign (© ©), the so-called gold marks, denoting 
superior excellence in quality of circulation. {#7 “.nnounc ments under this classifica- 
tion, if entitled as above. cost 20 cents per line u~der a YEARLY contract, $20.80 for a full 
year, 10 per cent discount if paid wholly in advance. Weekly, monthly or quarterly correc- 
tions to date showing increase of circulation can be made, rovided the publisher sends 
a statement in detail, »roperly signed and dated, covering the additional period, jn accord- 
ance with the rules of the American Newspapcr Direc tory. 


ALABAMA. | CONNECTICUT. 

Anniston, Evening Star. Daily average for ag ater. Times, daily. Av yorage for 1902, 
1902, 1,159. Weekly, 2,026, Poe (33). | 16,172 (111). Perry Lukens, Jr., N. Y. Rep. 
First six months, 1902, daily 1,858 guaranteed. Oe 
Largest daily and sanity coronation in Annis- Meriden, Morning Record and Republican. 








ton district. Weekly edition : edition: The Republic, go n Pub. Co. Dy. av. for 1902, pe $F et 
Biruinghem, Birminghat ingham News. Daily av y Haven. Palladium, daily. 
erage for 1 8.488 03 Cy rst seven months oun “3.500 (114). E. Katz, "special py x N. 


1903, 172, 98; 9 V. 1903, 1903, 20.13 3 guaranteed. 
Birmingham Ledger. dy. dy. Average for 1902, | g7; Neu ence Union. mye Wed re q'y toes, 
18,980 (34). Av: for Aug., 1903, 17,586, guar’t'd. 5 (114). E. Katz, Special Agent, N. ¥. 
= : | _New London, Day, evg. Av. 1902, 5,198 (115). 
Montgomery Advertiser. Advertiser Co. Av- 
ome e circulation for 192, guaranteed, daily 10,- | ¥#7st sz months 1905, 5,582. Aug., 13 5, "50. 


(@©), weekly 12,841, Sunday 14,6 25 (40). ikormtch. Bulletin, daily. Bulletin Co., 2ub- 


ARIZONA. ishers. Average for 1908, gb 859 (115). ‘Average 
, Bisbee, Review. daily. * x. aS ley, pub. first siz months 15, 4,9 
n no issue less t n (46). n 1903 NO | 
issue less than 1,750. | one 


a | Wilmington, Morning News. daily. News Pub- 
Phoenix, Republican. Daily average for 1992, - 
5,820 (47). n & Cole Special Agency, N. Y’| lishing Co., pubrs. Average for 1902, 9,485 (121). 
ARKANSAS. DISTRICT OF COLUMBIA. 
Fort Smith, Times, daily. In 1902 no issue less} Washington Iv. Star, daily. Ev. Star News- 
than 1.000 (3). Actual average for August, | paper Co. Average for 1902, 8 9748 (©© 12). 
September, October, 1903, 1908, 8,109. Nettonal Trib om in for 1902, 
Little Roek, Arkansas Methodist. Geo. Thorn- re att ee re tim on 
burgh, publi-her. Actual average 1902, 10,000, | 104598 (2s). hirer < © mime 12,265. 
CALIFORNIA. 
Fresno, Morning Kepublican, daily. Average | FLORIDA. 
for 1902, 4,644 (67). E. Katz, Special Agent, N. Y.| _ Jacksonville, Metropolis, daily. Aver. 1902, 


Oakland, Tribune, daily. Average for 1902, C180). Ae Penn ee e 
, 952 (75). Tribune Publishing Company. Pensacola, Journal daily, every morning ex- 
13) 


San Diego, San Diegan Sun. Daily average | cept Monday. Average for 102, 2,441 (131). 
for 1902, 2, F22 (80). . Porterfield, pub. 


San Francisco, Argonaut, week] Average | | = eran agg Bong 9 $02 B60: 608 (1 ib ~~ 
for 1902, 13,165 (81). E. Katz, Special Agent, N.¥. | Une PUb- Cv» Average for INS, 94808 USS). 
San Francisco, Bulletin. R.A Crothers. Av. GEORGIA. 
for 1902, daily 49,159. Sunday 47,802 (80). Atlanta, Journal, dy. Av. 1902, 87,828. Semi- 


San Franeiseo. Call, i’) and S’y. J. D. Spreck- wy, $4,105 (135). Present average, 89,884. 


els. Aver. for 1902. d y 60.885. S’y 71.584 (80). 
Atla ta, Southern Cul‘.vator, agricultu 
September, 1903, daily $1. 068, Sunday 82,698. se mimo, Actual average 0 1908, 80 126 (xe) 
San Jose, Evening Herald, daily. The Herald 
= Average for year end. Aug.. 102, 8,597 (86). Lafayette, Walker Co. Messenger. weekly. N. 
Rea ERS C. Napier, Jr., pub. Av. for 190%, 1,590 (144). 
an Jose, Morning Mercury, dail a | 
Publishing Co. Average for 1902, 6, Bee (80 IDAHO. 
COLORADO. | Bote, Capital News, d. and wy. Capital News 
Denver, Post, daily. Post Printing and Pub- Ptg. Co., pub. Av. 1902, ay. 2,512, wy. 2,405 
lishing Co. Average for 1902. 82,171 (97). Aver- (151). Av. ist 6 mos., 1903, dy. 2,800, wy. 8,279. 
age for November, 1903, 48,626. Gain, 8,469. 
2 The absolute correctness of the latest | ILLINOIS. 
circulation rating accorded| Cairo, Citizen, weekly. Year ending Dec., 1902, 
the Denver Post is guaran- | 00 issue less than 1,000 (161); Oct., 1902, 1,100. 
Ay" teed by the publishers of the 22/tu, average 1902, 798 (%). 
4 “ee American Newspaper Direct-| Champaign, News. In 1902 no issue less than 
Ye No ory, who will pay one hun-' 1.100 daily and 8,400 weekly (163). In Novem- 
dred dollars to the first per- | 7 1%: no daily issue less than 2,400. 


F son who successfully contro-| GChieago, Ad Sense, monthly. The Ad Sense 
verts its accuracy. Co.,pubs. Actual average for 12, 6,088 (176). 











16 


PRINTERS’ INK. 








(A Roll of Honor-—continued 





Chicago, American Bee jm ul, weekly. 
Actual average for 192. 7, 4,485 a 
Chieago, Bakers’ atone, monthly. H. R. 


Clis-old 4.050 (OO) (177). 
Chicago, Breeders’ Gazette, stock farm,week- 
ly. Sanders Pub. Co. Average for 1902, 60,052 
(167). Average first 25 weeks, 1903, 66,7 
Chicago, Dental Dige-t, mo. PD. 
Actual average for 1902, 6,588 (179). 


jirst nine months 193, 7,000, 


Average for 1902, 


H. Crouse. 
Average for 


Chicago, Grain Dealers Journal,s.mo. Grain 
Dealers Company. Av for 1902,4,416 (© ©) (175). 

Cc — Home Defender, mo. T. G. Mauritzen. 
Act. av. 1902, 5,409. Last 3 mus. (903, 84,000, 


Chicago, Irrigation Age, monthly, D. H. An- 
derson. Average for 1902, 14,166 (181). Arerage 
ten months (903, 22.100. 


asonic Voice-Review, mo. 
2eoil (182), 


Chieago. Monume ntal Ne rs. mo. 
pub. Av for year end. July, 1902, % 





Average cor 1902, 
For six ‘months 1903, 26,16 


k. J. Haight, 
966 (182), 











ess Review, mo. Av. 
8S mos, 1938, 6,250, 


Chieago, National Har 
for 1902, 5,291 (183). _ Fi 


Park and Cemetery -y and Landscape ( yardening, 
mo. Av. for year ending July, 1902, 2,041 (183). 

Chicago. Record-Herald. Average for 1902, 
daily 158,424, Sunday 171,816 (166). 


Chicago, The One 
ual average for 1902. 











Act- 





ative Miller, monthly. 
666 (183), 





Chicago, Tribune, daily. Tribune Co. In 1902, 
yA (O©) (166). 


East St. Loula, Poultry Culture, mo. Poultry 
Culture Pub. Co. Average 1902 BTS (192). Av 
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erage first six months /#°, 14, 8 
Evanston, Correct English: How to Use It, mo. 
Average for year ending (ct., 1902, 9,750 (194 





Kewanee, Star-Courier Average for 1902, 
daily 2,410, weekly 1,522 (203). Average guar- 
anteed circulation daily , for « dugi'st, 1905, 8,006. 

Peorta, Star, Sreninrs ania Bonny morning. 
Actual sworn average 2, 28,7 219 


Rockford. 
5,554, s.-wy. 





te. Dy. av. for 1902 
Shannon, 150 Nassau. 





Register Zé 
FZ, O52 (223). 


INDIANA. 
Evansville, Courier, daily and S. Courier Co.. 
ub. Act av. 02,114,218 (244). Sworn ar. 05 12.- 
618. Smith & Thompson, Sp ». Rep.,N. Y. & Chicago. 


Evanaville, Journal-News. Av. for 1902, d’y 
11,910, S'y 11,508 (244). E. Katz, Sp. Agt. : 


Goshen, Cooking Club, monthly. Average for 
192, 25.501 (247). A persistent. medium, as 
housewives keep every issue for daily reference 











Indianapolis, News, dy. Hilton U. Brown, gen. 
mgr. Av. for 1902—actual sales—62,188 (250). 


Lafayette, Morning Journal, daily. Actual 
average 1902, 8,002 (254); Nox ember. , (903, 4,431. 


Ww _B. Westlake, pub. 
75 »e 


Marion, Leader, daily. 
2 For month 


Actual average for 1904 
ending November °/, 






Munefe. Star, d’y and S’y._ Star Pub. Co. Year 
ending Feb. 1903, d’y 21,468, S'y 16,585. (260). 


IOWA. 


Arlington, News. Ali home-print weekly. w. 








F. Lake. pub. Average for 1902, 1,400 (282). 
Burlington, Gazette, ds aily. Thos. Stivers, 
pub, Average first nine months 1905, 5,756. 
4 yyw Hawk nye, daily. J. L. We"%e, 
Av. for 318 ). June 30, 1903, 7,018. 
Davenport, Times. Dy. av. 1902 6,8 S82. 
1.527 (292). Dy. av. October, 190°, S526. Cir. 
guar. more than double of any Davenport daily. 
Des Moines, Capital, daily. Pp tte Young, 
he sher. Actual average 24,019 





or 

Average for October, 193, 81,5 33 % 

F Des Moines. Cosmopolitan Osteopath, month- 

jly. Still College Ave rage for 1902, 9,666 (294). 

1902, 37.118 
41,871 net. 

.wy. Horses 

OMS (294). 

St. 1879. 


Des Mol 


(293) 


Aver 
, 8woru, 


es, News, daily. 
First 9 mos, (95, aver. 





Dex Moines, Spirit of the We 
and live stock. Ave rage f for 1992, 


Des Moines, Wallace 
Actual average Jauuary 











Farmer, wy. FE 
, 1903, 80,605 





Dubuque, Catholic Tribune, weekly. Catholic 
Printing Co., pubs. Actual average 1902, 4,801. 





Muscatine, 


Journal. dy. av. 1902 8,712, s.-wy. 
2,711 (315) 


Dy. av. ist 6 months ¢: 4,188. 





Ottumwa, Courier. Dy. av. 02 4,491, s.-wy.6,- 
984 (319). sat 6 mos. (905, dy. 4,577%, 8.-wy. 7,291. 


Sheldon, Sun, dy and w’iy. H. A. Sessile 
Average for 1902, d’y 486, 86, w’ly 2.544 





Shenandoah, Sentinel, tri- gy 
Publisning Co. Average for 192, 3.6 





Sentinel 
(323). 








Sioux City. Journal. Dy. ar. for first 8 mos. 
of (903 (sworn) 19,812, dy. av. for Aug. 19.698. 








Records always open. The undisputed leader in 
its big, virgin field. 1902 average 16,9 


KANSAS. 
Atehison. Globe. daily. E. W. Howe. (334). 


Offers to prove 5,200 daily circulation for 1: 
or receipt any advertising bill. 





$2 





Girard, Apneal to Reason, weekly. 
land. Average for 192, 195,809 (343). 


J. A. Way- 


Hutchinson, News, d’y and w’y. 
1902, no issue less than 1,920 | (346). 


Ww’ y, Tiga Ke 
E. Ka 








Topeka, \Vestern School Journal. occas 
monthiy. Average for 1902, 8,116 (362). 


Ww co ¥ Eagle, d’y and w’y. Av. 1902, d’y 16,- 
781 6,674 (364); Beckwith, N. Y. & Chicago. 
KENTUCKY. 


Cloverport. Breckenridge News, weekly. J. 


D. Babbage. Average for 1902, 2,248 (368). ” 
Lexington, Leader. pA for 1902, d’y we 
w'y 2,806, S’y 4,008 (373). E. Katz, 8. A.,2 





kvening Post 
2, 26,895 (374). 


Louisville, Evening Post, dy. 
Co., pubs. Actual ave rage f for 1% 


Padueah, Sun. ds ily. § sun or, g Co 
Daily average for November, 2389. 


LOUISIANA. 














Notre Dame, The Ave Maria, Catholic weekly | 
magazine. Average tor 1902, 25,976 (262). 


Prineeton, Clarion-News. daily Clarion Pub 
lishing Co. Ave’ rage fe for 1902 , 1,820 (264 


Richmond. Evening Item. Sw 
1902,8,124 Same for August, / 








orn a7. av for | 





Sworn daily average 
6,808, | 


South Bend, Tribune. 
1902, 4,861 (267) 


Swor: ar. for Nov., 





| Official journal city New Or leans. 
| 


| ¥ 


New Orleans, Item, daily. R. M. Denholme, 
publisher. Average November, 16,847. 
The only Now 
Orleans paper that permits an examination of 
records and circulation books by Association of 
American Advertisers. 


1908, 





New Orleans, Louisiana Planter and Sugar 
r,wy. In 1902 wo issue less than 8,000 (387). 
The Southern Buck, official organ of Flkaom 
in Louisiana and Mississippi. Av. 02, 2,866 (388). 
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(A Roll of Honor—coninued 





MAINE. 

Augusta, Comfort, mo. \\. H Gann, pub. 
Actual average for 1902, 1, 1274, 766 | 391) 

Augusta, Kenne bee Journal, d’y and w’y. 
Average d’y, 1002, 4,71%, w'y 2,188 (39). 

Bangor, Commercial. Average for 1902, daily 
7.846, weekly 29,012 (392). 

ewiston, Evening Journal, daily. Averag 

onl 902, 6,640 (O©). we ekly 15,255 (OO) (395 5). 


Phillips, Maine W oods, weekly. J. W. Brack- 
ett. Average for 1902, 5,416 (397). 





Portland, Evening Express Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 

Baltimore, News, daily. Evening News Pub- 
lishing Co. Average 1902,41,588 (402). For No 
vember, 1903, 46,915. 

MASSACHUSETTS. 


Boston, Evening Transcript (O©) (412) Boston's 
tea table paper. Largest amount of week dayadv. 





Boston. Globe, average for 1902: 

Daily, 196,579; Sunday 276, 296 (412-413). 

Average. for 1903, dy. 195.554, Sy. 297,824. 

Largest circ ulation in New England 

Advertisements go in moruing and afternoon 
editions for one price. 


Boston, New England Magazine, monthly. 
America C>., pubs. Average (2, 21,080 (420). 


Boston, Pilot, every Saturday Sainan Catho- 
lic. Jas. Jeffrey Koche, editor. (OO 


Post, dy. Average for 1902, 17 + J 
for Oct., 103, dy. 185,804, 


Boston 
(41s f 
006. Large st p.m. or a. Mm. sale in New 





Boston, Traveler John H. Fahey. Established 
1824. Actual daily avers ge 1902, 78,852 (413). 
For first eleven months , 26,482. 


East Northfield. Record of Christian yy Or, 
mo. Av.for yr. end’g March, 1903, 20.541 (425 











Gloucester, Daily Times. ry 9 for - 
6,247 (427). First seven months 1903, 6,629 


Lawrence, Telegram, daily. Te ea Pub- 
ishing (0. Average for 190”. 6,701 ( 


juvenile’ S. E. 
op) (434). 


Salem, Little Folks, mo. 
Cassino. Average for 190°, 






Springfield, Good Housekeeping, mo Avg. 
for 1902, 108,666 (436). For year end. Dec., 
1903, 185,992. All advertisements guaranteed. 








Springfield, Republican (435). Aver a TS 
15,106 (OO), Sunday 18.988 (OO). w 17%. 


Woreester. Evening P. ost, daily. Worcester 
Post Co. Average tor 1902, 10.556 (439). 





Worcester, (Opinion Publique, French, dy. 
Act. av. Sept., 1903, &,246 (3); Oct., 5.070 (3). 
MICHIGAN. 


Adrian. Telegram, dy. D. W.Grandon. Av. for 
1902,1, Tro dane At. first 9 mths. in 1903, 8,650. 


Detroit, Free Press. Average for 1902, aily 


e 
41,952, Sunday 51.260 (450) 








Detroit. Times, dai 


Detroit Times Co. Av- 
erage for 1902, 27.65 5”, 





Grand Rapid«, Evening Press, dv. Average | 


ak 1902, 88.216 (456). First 8 mos., 1903, 86,184. 


Grand Rapids. Herald. dailv. Eugene D. | 


Conger. Averave for 199, 20,156 (456). Only 
morning and only Sundan paper in its field, 


u ames _ 0? Ae - 


Jackson, Citize n, daily 9 
pub. Actual averace for 19% 
erage for jirst sir months 190i, “ $28. 












Jackson, Press and Tatriot. Daily average 
1902, 5,082 (461); Sor. November, (9), 6,041 
Kalamazoo, Telegraph. Bar Bee 7,408,s.-wkly 
7,579 (462). To Oct. 8,424, sw. 8,414, 
Saginaw, be News, daily. Average for 
1902, 9,848 (473). November, 1903, daily 12,908. 
Saranac, Advertiser, weekly. H. T. Johnson. 
No issue in 1902 less than 2,000 (474). 
MINNESOTA. 
Minneapolis, Farm, Stock and Home, semi- 


monthly. Actual average Pe 62,208 (498). Act- 
ual average Juiy-October, 1903 * 74,888. 











Minneapolis, farmers’ Tribune, twice-a-week. 
W. J. Murphy, pub. Av. for or 1902, 74,714 (496). 


Jo urnal,. daily. Journal] Print- 
1.628 (4 95). 


Minneapolix w. Agriculturist 
00 guard. 


03, 78, 168 (498). 


Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, 4,200 (© ©) (497). 


Minneapolis, 
ing Co. For 190% 










s.-mo. Feb., 
sc. agate line. 





cad 


Minneapolis, Svenska Amerikanska Posten. 
S. J. Turnblad, pub. 1902, 47,075 (497). 


Minneapoli« Tribune. W. J. Murpby, pub 
Average pep 1902, daily, 66,872 (496); Sun- 
day, 56,850. Six months to Nov. 1, 1903: 
Daily 78,061, Sunda 60,598. Est. 1867. 
Daily average ‘for Octo ber, 7,218. Sunday 
averuge for November, 68,181. Daily av- 
erage for No: ember, 77,40 
The only Misneapolis daily listed in Rowell’s 
American Newspaper Directory 
that Cpe plata its core anice over 
a considerable period down to 
AAW date in KOLL oF Honok, or else- 
A where. The Tribune is one of the 
TEED uine American newepapers the 
circulation of which is absolutely 
quaranteed by Rowell’s American 
Newspaper Directory. Advertisements go in both 
morning and evening editions Sor one price. 
St. Paul, Dispate h, dy. Aver. 1902, 49,052 
505). Present aver. 58,181. 87. PAUL'S LEAD- 
ING NEWSPAPER. 
St. Paul, Globe, daily. y. Globe Co.. publishe rs. 
Actual average for 1902, 22,825 (505). First 9 
mos. 1903, 81,5% 
St. Paul, News, dy. Aver. 1902. 80.619 (505). 
First 9 mos. (9%, sworw average 84,081 net. 
St. Paul, Pioneer-Press 
1902 84.151. Sunday 80, 
St. Paul, The Farmer i Bama: Est. 1882. 
Sub. 50e. Prof. Th. Shaw, ed. ‘act v. year end. 
Feb., 03, 67.875 (507). Act pr cuentas. 80,000, 


‘t. Paul, The Jolly Eik, mo. Av. 1902. 8,891 
(507). Last six months 1908, sworn to, 8,889. 










Daily average for 
56). 











Winona, Republican and Herald, daily. Aver- 
age 1902, 8,202 (512). Av. past 6 months, 4,109. 


Westlicher Herold. Av. 1902, 22,688; Sonntags 
Winona, 28,808; Volksbl. des Westens, 28,826. 


MISSISSIPPI. 


Vieksburg, Amcrican, daily. In 1902, no issue 


| less than 1,850 (522). In 1903, 1,900 copies. 


MISSOURI. 
ann Globe, daily. Average for Lea 9,414 
Katz, Special Agent, New Yor 


Kansas City, Journal, d'y ard w’y. 
for 1902, daily 56,876, weekly 161, 109 on 


Kansas City, Weekly --“~ Trade J'rn’l. 
Av. Aug., 02, 9.187 (543). mos. *3, 9,895. 


Kansas City. World. dé ‘ie Aver. 1902, 62,- 
978 (542). First 9 mos 1903, aver., sworn, 61,452. 


Mexico, American Farm and Orchard. 


agric 
ir | and hortic.,mo. Actual average for 192, 4,888 


549). Actual aver, May, June, July, 1903, 15,667. 




































































PRINTERS’ INK. 
For Twelve Months from January lst, 
DAILY et 
Date| JANUARY) FEBRUARY | M2 VRC 1H | APRIL | MAY | suNe | J 
ass 194,739 210,567 | 192.120 | 192 633 § 
2... 195,791 196.732 197,128 | 194,826 | 195,763 188 369 
3..| 208,686 196,747 198,709 | 194,781 188 334 | 
. 198 259 199,473 198,860 | 192.788 188,577 E 
B.. 196.100 197.657 199,405 | 191,278 187,780 
Bis 197,625 197.083 198, 140 194,544 191.157 193,407 
aes 200,099 201,861 204,188 | 193.871 193,751 i 
8.. 196,101 | 195,174 191,359 188 535 
Ds. 195,593 197,135 198,659 193,117 195,692 188,199 
10..| 201,236 196,733 198,280 | 193,315 | 188,689 § 
-* | 197,104 199,395 197,876 | 191,699 | 193,764 
ae. 195 953 | 198,396 197,236 191 140 197.419 | 
aS. . 195,737 | 197.119 197,510 192,913 190 343 198,033 | 
14..| 194,566 | 201,523 201,874 | 192.808} 190,857 
15.. 195,198 | 191.663 190 580 190,195 | 
16.. 194,223 198,790 198,195 | 191,924 193,775 | 189 024 fF 
17..| 199,076 199 252 197,521 | 192,135 Holiday 
18.. 198,020 197,188 | 197,526 190,505 204 063 
19.. 195,346 197,868 196.961 189,597 189.381 
20.. 196,670 197,907 215,716 Holiday} 190.032 193,062 
as 195,826 203,688 203,370 207,507 188,969 
22... 196,257 | 193,497 189,659 191,080 
93..| 196,125 | Holiday 196,090 | 193,447 | 193,476 190,914 
24.. 201,237 213,054 196,832 193 489 191,438 
25.. 197,842 195 766 196,628 189,015 203,153 
26. . 196,949 197,786 194,577 | 188,681 206,246 
ai.. 196 334 199, 432 194 681 | 194,152 189,395 193, 136 
28. 195,940 204,107 199,626 | 193 492 187,975 
20. . 196,444 | 192.318 188,671 197,828 | 
$0. . 198,120 195.316 | 193,245 Holiday 194,987 
81..| 201,503) ss |_—_—*194,950 | _ 
me. 5.322.474! 4.584.095 | 5. 166,686 4, 883, 175 4,778,227 4,823,266 | 5.0 
Grand total circulation for 12 months, 59, 644, 215, divided by § 305 
complete copies used to have been 195, 554 for each i issue. 
SUNDAY} ED 
Date| JANUARY| FEBRUARY | MARCH APRIL MAY | JUNE Jl 
1 Su 288,433 293,654 298,695 300,847 | 296.668 | 293,387 
2Su! 287,408 296,583 299 845 298,516 296.710 | 291,673 
3Sul 289,077 298,516 301 432 297,068 295.174 | 296,042 
4Sul 290,533 297,482 802,074 296, 724 294 462 | 296,170 
5Su 300,593 304,237 
Totat!l. 155,451 1, 186, 235 | 1,502,639 1,193,155/1,487.251/1,177.222 § 1.15 
Grand total circulation for 12 months, 15, 486, 865, divided by 


plete copies used to have been 397,834 for each issue. 


Boston, Mass., 


December 31, 1903. 


S? 1S 





wuary 
LY 


NE 


2 633 
38.369 
38 334 
38,577 
37,780 
93,407 


38 555 


38, 199 


38.689 | 


93,764 
¥7.419 
93,033 


90,195 
39 024 
liday 
)4,068 
39.381 
93,062 


)1,080 
90,914 
91,438 
3,153 
16,246 
33,136 


7,828 | 


4,987 


ed by 
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19 
° B { Daily and 
ation of Ne DOSCON ‘sunay UlODEe 

Ist, 1903, to December 3ist, 1903. 

EDITION. 

Se AUGUST. SEPTEMBER. OCTOBER. | NOVEMBER | DECEMBER 
196,437 192,001 | 186,052 | 191,045 190,622 
192.818 | 192,836 | 197,304 189,723 192,188 
192,478 192,878 | 192,177 | 201,330 221,062 192,165 

Holiday 193,616 | 192,254 266.773 192,318 
192.244 192,960 | 189.389 190,986 197,865 

197,008 191,547 | | 196, 347 191,593 
193,480 191,466 Holiday 194,368 201,965 193,299 
192,788 192,580 209,984 195,635 195,240 
192,579 190,641 | 189.068 192,224 196,120 
193,267 192,995 191,148 199,426 194, 136 192.916 
194,648 192,670 190,874 | 194.272 193,869 
192,464 193,565 | 190,403 193,942 197,215 

193 272 192.410 | 196,814 193,690 
192, 185 191,581 191,707 193,907 196,199 191,937 
191,038 239, 067 189,632 | 189,895 191,900 
191,692 188,861 | 190,172 194,038 201,855 
191,354 193,061 190,243 | 195,097 193, 261 194,117 
195,115 194,233 189,528 5 194,235 190,326 
192, 624 192,186 | 191,039 193, 798 194,668 

195,086 199,442 190,635 198,048 
196,032 198,179 189,867 | 190,750 207,096 192,539 
192, 247 208,855 189,153 | 189 254 191,047 
191,160 192,260 | 190,950 194,615 191,429 
191,557 194,130 190,816 | 193,821 193,315 196,851 
193,413 205,294 192,868 193.870 Holiday 
193,888 192,278 190,375 Holiday 207,986 

192,378 202, 732 190,324 209,945 
191,163 194,722 189,947 189.847 196,127 192,111 
209,321 196,813 190.539 190,954 191,615 
209,584 189,765 189.696 193,636 190,808 
194,443 202,558 193,441 274,722 

| 5,056,538 5.119.050 | 4,793. 141 5.201.286 | 4,788,549 | 5,127,728 

305 issues (the total number of issues), shows the average number of 

EDITION. oe _ 

“JULY. | 13 AUGUST. |SEPTEMBER. OCTOBER. | NOVEMBER. | DECEMBER. 
298, 174 | 299, 958 | 301,379 294,726 299,158 301, 232° 
298.058 | 300,698 | 295,764 295,700 301,456 | 301,189 
299,163 | 300,205 | 294, 667 297,147 299,600 | 300,317 
300,553 | 306 833 | 294,164 298,753 | 303,745 | 302,209 

300,513 | 299,551 

1, 195.948 1,508.207 | 1.185. 974 | 4 186.326 1.503.510 | 1.204.947 





























THE GLOBE 


























NEWSPAPER CO., 


Per CHAs. H. 


TAYLOR, Jr. 


7 issues (the total number of issues), shows the average number of com- 


Treas, 
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A Roll of Honor-—Continued. 


St. Joneph, Medica) Her2id, month'y. Medic! | NEW YORK. 
Herald Co, Average for 197, 7,475 (067). Albany, Journal, evening. Journal So. Aver- 
, hree month to’ Octob 1903, % 
St. Jone ph, 300 S. 7th St,. Western Fruit Grow- Sporn De mriee seals 17,52 
er,m’ly. Aver. for 1902, 28.287 567). Rate 15c Albany, ‘<imes-U: nion, ¢ 
per lize. Circulation 80,000 copies guarant’d. | 1856. Average for 1902, 4 25. 











ry ev euing. Estab}. 
294 (635 















St. Louis, Medical Brief,mo. J. J. Lawrer | Binghamton, Evening Herald, daily. Evening 
A.M.,M_D., ed. and pub. Av. for 192, 38,058 (563). | Herald Co. Average for 1902, 10,891 (638). 


National Farmer and Stock Grower, mo. Av. 9 pg ahs pourien. morning ; Enquirer, even 

2 ’ 08 a %. BR. 588 (56. ing. W. J.Conners. Average for 1902, morn: 
mos. end. Oct., 0. 105,500. 1902, 68,588 (563). ing 48.8138, evening § 30, 401 (641). 

St. Louis, The Woman's Magazine. monthly. Buffa lo, Evening N ~ Dy. av. 1902, 74,284 


e 
Women and home. Lewis Pub.Co. Proven aver- p ) N. Y. & Chicago. 
age for 1902, 908,888. Actual proven average | Reet). a Thompson, Teep. ‘iiaialiaoanisee 


Sor first S mos. in 1903, 1,115,760. Commencing! Corning, Evening Lezder, daily. Average for 








with Oct. , every issue guaranteed to excee: ad | 1902, 4,064 (647). Septeinber, aber, 1903, &. 955. 
Fanghed 060 copies full count. Largest circula- 
tion of any publication in the world. Cortland, Democrat, weekly. - Cc. Parsons, P 
Actual average for 1902, 2. 228 (64 re 
MONTANA. Elmira, Ev'g Star. Av. for 1902, 8.255 (651). 
Anaconda, Standard. Dai ily average for 1902 | Guarauteed by affidar stor personaliny estigation, 
11, 204 (572). MONTANA’S BEST NEW. SPAPER Leith & Stuart, N. Y. Rep., (50 Nassau St. 


Butte, Inter-Mountain, daily. Inter-Mountain Ithaca. News, daily. Ithaca Publishing Co. 
Publishing Co. Average for 1902, 10.101 (573). | Average for 1902, 8,116 (658). Ar. for Sept., 1903, 
a 4,500. Leith & Siuart, N. Y Kep., 50 Nassau st! 

Helena, Record, eve ening. pasens Publishing 
Co. Average for 1902, 7 7.97 ). Average Jan- Newburgh. News. dy. Av. for 1902. 4,257 (666). 
uary ist to May 3/st, 190°, 10, 208 . Guaranteed by affidavit or personal investigation. 








NEBRASKA. New York City. 
ey Deutsch-Amerikan Farmer, weekly American Engineer, my. R. M. Van Arsdale, 
(590). . for year end, April 0, 190°, 144,554. | pub. Av. 1902, 8,316 (681). ). Ab. 40 mos, ’03, 8,745. 


Lincoln, Freie Presse, we eekly (590) arp American Mac hinist. w’y, machine construc. 
Sor year ending April 30, (903, 144,554 (Also European ed.) Av. 1902, 18,561 (© ©) (670). 








Lineoln, Nebraska Teacher, monthly. Towne | _ Amerikanische Schweizer Zeitung, w'y. Sw: 
& Crabtree, pub. Average for 1902, 5.100. Pub. Co.,62 Trinity pl. Av. for 1902, 15.000 671). 


Lincoln, Western Medical Review, mo. Av. yr. Automobile Magazine, monthly. ‘aio too 
endg. May, /903,1,800, in 1902, 1,660 (591). Press. Average for 1902’ 8.750 ( 


Omaha, Den Danske Pioneer. wy. Sophus F.| Baker’s Review, monthly. W. R. Gregory Co. 
Neble Pub. Co. Average for 1902, 28, Pee (594). publishers. Average for 1902, 8,088 (686), ‘Aver 
tN ORT age for first six months end. July 31, 1903, 4,416. 

Omaha, News, daily. Aver. for 192, 82.777 nee gE eS 
(594). First 9 mos, 1905, sworn aver. 40,055. Benziger’s Magazine, family monthly. Ben- 


ziger Bros. Average fo for 1902, 28,479 (686). 
NEW HAMPSHIRE. ‘aterer. monthly. ro aterer Pub. Co. (Hotels, 


Franklin Falls, Journal-Transcript. weekly. none and high-class Rest.). pvecene for year 
Towne & Robie. In 1902, no issue less than8,400. | ending with August, 1902, 5,888 (68' 








geeetetee. | ‘oun, Saity. Herb. N. Davison.| Cheerful Moments, monthly. Geo. W. Willis 
verage for | 7.500 ( Publishing Co. Average for 1902, 208,888 (687). 
Leith & Stuart, N. ¥. Rep., 150 Nassau St. . paee oe , 

Clipper. weekly. Frank Queen Pub. Co., Ltd. 


NEW JERSEY. Average for 1902, 26.844 (© ©) (67; 3). 


Asbury Park, Press dy. J. L. Kinmonth, pub. Delineator, fashion mo Butterick Pub. Co., 
Act. av. year end, July +',’0:, 8,702. 1n’028,556, | Ltd. Est. 1872. Av. 1902, 721,909 (688). Act. at. 





jnciinianaislananaitly circ'n for 6 months ending June, 1903, 876,982. 
Camden, Daily Courier. Est. 1876. Net aver- ~ oa 
age circulation for yeur end. Oct., (:, 6,885 (3k). | Dry Goods, monthly. Max Jagerhuber, pub 
lisher. Actual average for 1903, 4,86 6 (3), - 


Flizabeth, Eve ning Times. Sworn arer. 1902, Fl Comercio, mo. § “ 
ec y ». Spanish export. J. Shep- 
3.885 (616). 6 mos, 1/03, 4,288. ard Clark Co. Average for 1902, &,875 (689). 
Elmer. Times, weekly. S. P. Foster. -Average | pjectrical Review. weekly. Electrical Review 
for 192, 2,085, (616) Pub. Co. Average for 1902, 6,212 (© ©) (674). 


Hoboken, Observer, daily. Actual average! fliteStyles.monthly. Purely fashion. Actual 
1002, 18,097 (619); Sept., 1905, 22,751. | average jor 1903, 62.125 (% tag 
— | —_— 

Jersey City, Evening Journal, dy. Average Engineering and Mining Journal, weekly. 
for 192, 17,582 (619) ‘st 6 mos. (903, 18,407. Est. 1866. Average 102, 10,009, (© ©) (674). 








Jersey City, Sunshine, mo. J. W. Floridy. | Forward, daily. Forward Association. Aver- 
Aver. for year ending Jan., 1903, 84,506 (426). | age for 1902, 81,70 67). on 
= Frank Leslie’s Popular Monthly, ag 3 Le: lie 
oNegark, Fygning News, Evening News Pub. | puniishing House, “Actual av, (or 10, 804, O81 
0 v. Or y- 9 nd Tks ( (69). December, 190, edition, 258,6 rly ae. 
Newmarket, Advertiser-’ Guide,mo. Stanley! fardware. 
Day, publisher. Average for 1902, 5,041 (623). | 8,802 (683); 








semi- monthly. Average for 1902, 
are rage J for 1 9,581. 

Red Bank, Register, weekly. Est. 1878. John | Junior Toilettes, fashion monthly. Max Jaeges 
H. Cook. Actual average 1902; 2,857 (626). | huber, pub. Actual average 1903, 86,5 40\ x. 
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one Telegraph, daily. Daily Telegraph 
‘0., pubs. Average for 1902, 28,228 (668). 


yes Trade Review, music trade ana art week- 
ly. Aver. for 1902, 5,452 (677). 


New Thought Magazine, moved to New York 
City. Average ending cennerss 1903, 29,289 
183). Average ending December, 193,104,977. 
sworn. The only medium jor New Thought po ople- 


Pharmaceutical Era, weekly, pharmacy. D.0O. 
Haynes & Co., pubs., 8 Spruce street. (© ©) (679) 


Pocket List of Railroad Officials, qly. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; av. 0c, 17,992. 


Police Chronicle. weekiy. Police Chronicle 
Pub.Co. Average for 1902, $.650 (679). 


Printers’ Paes eee r A journal] for ceheig 
ers, $5.00 per year Geo. P. Rowell. Est. 1888. 
Average for 198, 11.001.% 

Railroad Gazette, railroad and engineering 
weekly. 83 Fulton street. Est. 1856. (QO ©) (680) 


The Central Station, monthly. H.C. Cushing, 
Jr. Av. for year ending May, 1902, 8,488 (687). 


The Iron Age, weekly, established 1855 (O©) 
(676). ¢" For more than a generation the lead- 
iug publication in the hardware, iron, machinery 
aud metal trades. 

Printers’ Ink awarded a sterling silver Sugar 
Bowl to the Iron Age, inscribed as foliows : 

“ Awarded November 20, 1901, 

“by Printers’ Ink, the Little 

“ Schoolmaster in the Art of 

“ Advertising, to The Iron Age, 

“that paper, after a canrass- 

“ing of merits extending over 

“a period of ten months, hav- 

ronounced the one trade paper in the 

v cp se States of America that, taken ail in all, 

‘renders its constituency the best service and best 

* serves its purpose as a medium for communica- 
* tion with a spec: fied class.” 

The New York Times, oe Adolph §. Ochs, 
publisher, 1902 A (O60) ( 

Toilettes, fashion, monthly. Max Jagerhuber, 
publisher. Actual ar erage , for 193, 61,800 (3%). 

Wilshire’s Magazine. Gaylord Wilshire, ed., 


123 FE. 23d St. Act. av. ending Sept., 1902, 46, 000 
(1088), Actual av. first eight mos.., 1903, TOK ), 625. 








Rochester, Case and Comment, mo. Law. Av. 
for 192, 80,000 (715); 4 years’ average, 80,186, 

Seheneetady, Gazette. daily. A. N. Liecty. 
Average for 1902, 9, 097 yey Average for the 
mouth of August, (90°, 18,0 





yracure, Evening Herald, daily. Herald Co., 
pute Aver. for 1902, dy. 82,118, Sunday 29,009. 


Utica, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 


Utiea, Press, daily. Otto A. Meyer, publisher. 
Average for 1902, 18,618 (723). 





Warsaw, Western New Yorker, weekly. Levi 
A. Cass, publisher, Average for 1902, 8,468 (724) 


w wry Reporter. Reporter: Ptg. House, 
pub. Av. for 1902, dy. 1,044, s.-wy. 2,744 (726). 


sea, Chronicle, weekly. Inglee & Tefft 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 


Raleigh, Biblical Recorder, weekry. Average 
1902, 7,685. Six months 1903. 8.691. 


NORTH DAKOTA. 
Grand Forka, Normanden, weekly. Norman- 
den Pub. Co. Average for 1902, 4,869 (744). 


Herald, dy. Av. for 02, 4.759 (744). Actual aver 
ol wan 103, 5.629. North Dakota’s — 
. La Coste & Maxwell, N. Y. Re 





OHIO. 
Akron, Beacon Journal. Daily average 1902, 
7,869 (750). Year ending Sept. 30, 195, 8,065. 


Ashtabula, Amerikan Seneca w *y. Aug. Ed- 
wards. a 192, 8.558 ( 


Cineinnati, uirer. Established 1842. Daily 
(OO), Sunday ie ) (761). _ Beckwith, New York 

Cincinnati, Mixer and Server, monthly. Actual 
average for 1902, 18,0838 (764). First twelve 
months 1905, actual aver. 48,625. org rk men 
Hotel and Restaurant Employees’ Int. Alliance 
and Bartenders’ Int. League of America. WATCH 
US GROW. 








Cincinnati. Enoncesan a Magazine, mo. 
Phonog. Institute Co. Av. for 1902, 10,107 (764). 


Cincinnati, Trade Review, m’y. nee 
Highlands. av. for 1902, 2.584 (7 


Cincinnati, Times-Star, dy. Cincinnati Times- 
Star Pub. Co Act. aver. for 1902, 148,018 (761). 
Act. aver. for first six months 15, ig 


Columbus, Press, daily, democratic. 
Printing Co. Actual av. for av. for (B99 (TI) 


Columbus, Sales Agent, ‘Agent, monthly. E. L. Moon, 
publisher. Averace fore ‘or 1902, 4,958 (771) 


Dayton, News, ae Nees News Pub. Co. Average 
for 192. 16,520 (773). Eleven mos., 1903, 16,415. 


Dayten, Young Catholic Messenger, semi- 
mo. 0. A. Pflaum. ._ Aver. Sor 1903, 81,125(%). 


Laneaster, Fairfield Co, Republican. In Aug- 
ust, ‘02, no issue less than 1,680 for 2 years (783). 





Springfield, Farm and Fireside, agricultural, 
Sani est. 1877. Actual average for 1902, 
811,220 (800). Actual average for first siz 
months, 1903, 840,875. 


Springfield, Woman's Home Companion, 
ete i monthly, est. 1873. Actual av. for 1902, 
862.6 (800). Actual average for first siz 
pape vay By 885,166. 








Toledo, Medical and “Surg ical Reporter, mo 
Actual average 1902, 10,917 (802). 

Toronto, Tribune, weekly. Frank Stokes, pub- 
lisher. In 1902, no issue less than 1,250 (802). 


OKLAHOMA. 


Guthrie, Oklahoma Farmer, wy. Acti noeh aom. 
1902, $2,178 (813). Year end. June 3 30, 03, 24, 19! 


Guthrie. Oklahoma State Capital, dy. and wy. 
Average for 1902, dy. 18.806. wy. 21.222 (813). 
Year ending July 7, 03, dy. 19,868; wy. 28,119. 


OREGON. 


Astoria, Lannetar. C.C.C.Rosenberg. Finnish, 
weekly. Average 1902, 1,898 (820). 


Portland, Evening Telegram, dy. (ex. Sun). 
Sworn cir.’03 (8 mos.), 17.828. In 02, 16,866 (824). 


Portland, Pacific Miner, semi-mo. Av. year 
ending Sept., 1902, 8,808; first 8 mos. 1903, 4,912. 


PENNSYLVANIA. 


Alegheny, samertens Tourist. mo. Av. year 
end. Aug. (878). This paper was | former- 
ly published in Sohtsbu rg,and is now continued un- 
der the name of The American Home Companion. 


Connsiioviile, Courier, wee kiy. Actual av. for 
1902, 8.165 (S38 “ Courier” has a daily issue 
since Nov. 1902; etitana But upon application. 


Erie. Times, daily. 4 Average for 1902, 10,645 
(843). E. Katz, Special Agent Agent, New York. 


+ ee @ Telegraph, dy h,dy. Noissue for year 
end. Feb., less oS 0 (847). Sworn ar. year 
end. July, ‘03, 9 S29. Average Sept., ’0°,10,681. 
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Philadelphia, American Medicine, Av. | 
for 1902, 19,827 (865). Av. March, 1903, t nacre 
Am ag Camera, monthly. 
Cham! . Average for 1902, 6,7 oo 
Wil- 


Philadelphia, Faria Journal, monthly. 
mer Atxinson Go 


n ublishers. 
1903, 544,6 e Printer, 


for 


inscri ~ 

awearde une 25th, 1902, by | , 
Little | agunel's 
Art of | per line. Average for 
Farm | 
After acanvassing | | 
extending over a 


“ Printers’ Ink, ‘The 
yo gh the 

- w isin, t 
“Journal. yereee 
of merits 

‘ 

— ~ half ” r, , among all 
“those published i: ty he Cnited Bta tes, has been 
“as an educator and counselor for the agricultu- 
— a and as an effective and economi- 
a ‘or communicating with them, 
a , By its a vertising col columns.” 


ees Grocery Worid, wy. Groce 
Pub. Co. Av. for 12, 9,408 (867). Average iret 
six months 1903, 9,780. 
Philadelphia, Press. Av. circ. over 100,000 
daily. Net average for Oct., 1903, 107,474 (%), 


Philadelphia, Public yal daily. Adolph 
8. Ochs, publisher. (© ©) (86 


oy eee, Reformed Church Messenge: 
8 


Philadelphia, pontes School Times, roe 4 
Average for 1902, 1 15 (869). Average to “Sng 
1, 1903, 108,057. gd Press Asso., Phi 


Philadelphia, The Evening 
Bulletin, d. ex. 8. Average for 1902, 
sworn, 180,489 (864) copies daily, 
wed id. Average for first six 

of 193, sworn statement, 
iii, had os epics per day, net paid. | 
The Bulletin's circulation Sigures | 
are net, all damaged, unsold re- 
turned and free copies being deducted. ao other 
Philadelphia —— per states or prints its net | 
Sigures. The Bulletin goes daily tn into more Phila- 
delphia homes than any other medium. 
many thousands the largest city circulation in 
Philadelphia. 

IN PHILADELPHIA + pais EVERYBODY 
READS THE BULLETIN. 


Plitt«burg, Chronicie-Telegraph. Aver., 1902, 
67,842 (875). Sworn statement un application. 
Pittsburg, Gazette, d’y and Sun. Aver. d’y 
1902, 60,229 (876). Sworn statem’t on application. 
ok Rae: Labor World, wy. Av. ’02, 16.025 
77). Reaches best paid class of workmen in U.S. 
Pitteburg. Times, daily. Wm. H. Seif, pres. 
Average for 1902, rl (876). Average first six 
months 1903. 64,871. 


Scranton, Times, every evening. Edw. J. 








Lynett. Average for 1902, 19,917 (883). 
Warren, Forenings Vannen, Swedish » mo. 
Av. 1902, 1,541 (889). Circulates Pa., N. Y.and 0. 





Washington, Reporter, daily. John L. Stew- 
art,gen. mgr. Average for 1902, &, 857 (889). 


Went Chester, Local News, daily. W. H. 
Hodgson. Average for 1902, 15,086 (890). 


York, Dispatch, daily. Dispatch Publishing 
Co. Average for 1902, 7,801 (893). Average for 
November, 1903, 8,878. 


RHODE ISLAND. 
Providence, Daily Journal, 15,975 (OO) (89%), 


Sunday 18,281 ( ). Evening Bulletin 87,- 
581, average 1908. ©). ooning But Co., pubs. 





SOUTH CAROLINA. 


Average for 1902, 8,574 ( 8): j 


It has by | 


Columbia, | Sate, daily. State Co., publishers. 
| Averane for 192. 5.777 (901). Daily average for 
| t first six months of 1903, 6,661 copies. 
*| 
i" SOUTH DAKOTA. 

Sioux Falla, po Leader. Tomlinson & Day, 


Average | rublishers. Actual daily average for 1902, 5,819 
awarded 
the seventh Sugar Bovet to Farm , e_F with thée | 


( 15). Sworn average for August, 1903, 9,487. 


TENNESSEE. 
anooga, Southern Fruit Grower, mo. 
average 1902. for Septen (920). Rate, 9 cents 


tember, 1903, 15,156. 
Gallatin, Semi-weekly News. Im 1902 no issue 
less than 1,850 (923). First 6 mos. 1903, 1,425. 
Knoxville, Sentinel, daily. Ave 1902, 
7,701 (925). Average October, 1903, 10, 716. 
eos Commercial Avpeel. 4 - Sunday 
and week] Average, 1902 ily 2 06, Sun- 
day 84,910, weekly 74,818 (927). First 9 mos. 
| 1903, dy. 28,445, Sy. 87,218, wy. 76,928. 


Nashville, Banner, -_ Ay. for year ¢ ending 
Feb., 1908, 16,078 (929) . for 20.- 
| O25. Oniy! Nashville d’ yeligibic to Roll of f'Honor. 

Nashville, Christian Advocate, w’y. Bigham 
& Smith. Average for 1902, for 1002, 14,847 (9 929). 


Nashville, Merchant a 
Commercial; monthly. Average 
ending December, 1903, & 111 ( 


Nashville, Progressive Teacher and Southw’n 
School Journal,mo. Av. for 1902, 8,400 (930). 


TEXAS. 





and Manufacturer. 
‘or nine months 
). 


"| Dallas, Retail Grocerand Butcher, mo. Julian 
| Capers, publisber. 


Average for 1902, 1,000 (944). 


Denton. Denton Co. Record and Secenite. 
w’y. +. Edwards. Av. for 1902, 2,744 (45 


El Paso, Herald, daily. Average for 1902, 


8.245 (946). J. P. Smart, Direct tative, 
| 150 Nassau St., New Y York. A. the latest pra of 
the American Newspa, rectory the c 


| lations of the two aatty ood 
|are rated. No one 


‘pe El Paso, ip a8, 
oa 3 the accuracy of the 
HERALD rating, but it has recentl m ap- 
varent that the “Times” rating is fraudulent. 
-*RINTERS’ INK, July 22, 1903. 


a Porte Chronicle, weekly. G. i. Sagpte. 
BF Average ¢ for! 1902, 1, $29 (954 


Paris, Advocate, dy. Ww. N. Furey, pub. 1902 
no issue less than 1.150 (959) ; May, 1 1908. 1,257. 


UTAH. 
Yeden, Standard. Wm. Glassman. pub. Av. 
. Typ, daily 4,028, semi-weekly 8,081 (970). 
VERMONT. 
Batre, Times, daily. F. E. Langley. Aver. 1902. 
2,854 (974). First ic months 1903 588. 
VIRGINIA. 


Norfolk, Dispatch, daily. Paty & average for 
1902, 6,098 (985). Aug., 1903, 


WASHINGTON. 


Spokane. Saturda tor, hl Frank 
e. Average for oe B BEE OM 


Tacoma, Daily News, dy. A dy. Av. 02, 18,659 (1000). 
Av. 9 mos. 1903,14,014. Saturday issue, 17,222. 


ger. Dy. av. vege! 10,986; Sy., 
ar - 


= ag 0. 
S.C.Beckwith, rep., Tribus ne Bldg. N.Y.& Chicago. 


WEST VIRGINIA. 
Parkersburg. Sentinel, Ly: ee G. Hornor, 


News Pu 





le’s Advocate, weekl: 
Aver, 1902, no issue } Bie. eee 0 (aan. 


Anderson, Peo 
Browne. 


pub. Average for 1902, 2,804 
sy 


Wheeling, News, “dy and 8” 
y 


Average for 1902, a’y $,026, S’y 8,805 are 
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WISCONSIN. 


Madison, Amerika, weekly. Amerika Pub- 
lishing Co. Average for 1902, 9,496 (1026). 


Milwaukee, Badger, monthly. Badger Pub. 
Co. Aver. for year ending March, 85,822 (1032); 
since October, 60,000. Rate, svc. a line. 


Milwaukee, Fvening Wisconsin, daily. vg. 
Wiscvnsin Co. Av. for 1902, 20,748 (© ©) (1029). 


Milwaukee. Journal, daily. Journal Co., pub. 
Av. end. Feb 193, 29.425 (0%). Oct., 84,304, 


Oshkosh. Northwestern. daily. Av. for 1°22, 
5,902 (1036). First 4mos 1903, 6,270. 
Racine. Journal, dai'y. Journal Printing Co. 
Average six months to July 1, 1903,8,70C. 





Racine, Wisconsin Agriculturisé, weekly. 
Average tor 1902, 27,515 (1039). For year ended 
October 3/, 1903, $1,989. 

Waupaca, Post, weekly. Post Publishing Co 
Average Lor 1902, 2,588 (1044). 


BRITISH COLUMBIA. 
Vancouver. Province. daily. W. C. Nichol, 
publisher. Average for 1902 5.987 (1051). 


Victoria. Colonist, daily. Colonist P. & P. Co. 
Average for 1902, 8,574 (1051). 


! 


erage for 102, a 


MANITOBA, CAN. 
Winnipeg, Der Nordwesten, German weekly 
Average fur 1902, 8,161. ‘st 2 mos., 1903, 9,100. 
Winnipeg, Free Press, daily and weekly. Av- 
15,841, weekly 10,674 

Daily, November, 1903, 20,846. 


NOVA SCOTIA, CAN. 


Halifax. Herald and Evening Mail. Average 
for 1902, 8,57 1 (1060); Aug.-Sept., 1903, 10,546. 


ONTARIO, CAN. 
Tovonte, Canadian Implement and Vebicle 
Trade, monthly Average for 1903, 5,875 (>). 
Toronto, Star, daily. Average for 1902, 14,« 
161 (1084). Six mos to October /, 1903, 21,880. 


QUEBEC, CAN. 
Montreal, Herald, daily. Est. 1808. Av. for 
1902, 18,857 (1093). Six months, 1903, 22,492, 
| Montreal, La Presse. Treffle Berthiaume, pub- 
|lisher. Actual averace 1902. daily 70,420. 
Average to Sept. Ist, 19.3, 75,075 (1093). 

Montreal, Les Debats, wy. Ed. Charlier. pub. 
Av. 1902,6,.577. This paper is now published un- 
der the name of Le Combat Journal Independent. 

Montreal. Star, dy.& wy. Graham &Co. Av. 
for 02, dy. 55.079, wy. 121.418 (1093). Siz mos. 


(1084). 











end. May 3/, 03, dy. av. 8,147, wy. 122,157. 


gage No Amount of Money 





@aF can buy a place in this 





@ae list for a paper 





Ma not having the 





GF requisite qualification. 
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Statement of Circulation of 


The actual number of complete and perfect copies of t 
for one year, from November 1, 1902, to, Octe 





| Nov., 1902. Dec., 1902. JAN., 1903. FEsB., 19038. Marcu, 1908 APRIL 1903. X 
































DATE. | is 
| maa *Sunday. Daily. *Sunday. va *Sunday. Dally. *Sunday. Daily. *Sunday. Daily. _*Sunday. Dai 
ea 61,660 61,240 | 60, 860 | “77. 840 *79, 9.650 | 60, 80 | 
Brcnsont *70,200 61,030 | 61, 440 | 60,060 | 60,150 | 61,400 
Bere | 61,600 61,560 | 650,770 | 59, 980 | 60,550 61,030 
Besos 61,170 60,750 *75,600 | 59,720 | 60,420 61,650 
Bicswe% 61,240 | 61,210 61,110 60,360 | 60,950 *81,850 
i 61.030 | 61,580 60,190 | 60,910 61,060 60,790 
scecun 61,110 |  *74,800 | 61,240 | 60,800 61,100 60,870 
Bo ear. 61,250 | 61,500 | 60,960 | *77,720) *80.850 61,160 
ae *70,500 | 61,180 | 61,220 | 60,850 | 60,960 60,650 
—_ 61,180 60,790 | 60,550 | 61,030 | 61,010 60,550 
Bet cans 61,220 | 61,050 *74,740 60,720 | 60,550 60,380 
Be eo 61,280 | 61,150 61,180 60,010 | 60,470 *80,540 
RS ick 60,970 | 61,400 60,820 60,450 60,480 61,050 
as 61,100 | *87,120 60,350 | 60,150 60,900 61,110 
a 61,410 | 61,160 | 61,210 | *77,850 *78,850 60,660 
Backs *70,240 60,920 61,030 | 60,950 | 61,010 60,490 
ae 61,020 | 61,140 61,050 | 61,020 | 60,450 60,850 
= 61,250 61,240 *75,110 | 61,080 60,170 60,900 
ee 61,400 61,360 01,050 61,150 61 500 | *80.220 
ie 60,980 | 60 870 61,230 61,010 60,940 | 61,460 
PAs 5s in's 61,450 | *78,160 60,980 61,050 61,010 | 60,880 
60,850 | 60,780 60,980 | *78,100/ *79.140 | 60.570 | 
BS) cece *70,250 | 61,120 60,720 | 61,110 61,100 | 60,510 
|e 61,050 61,210 60,350 | 60,790 61,170 | 60,960 
a 61,560 | 60,900 *75,220 61,200 | 61,150 | 61,040 | 
ee 61,040 61,110 60,080 61,100 60,780 |  *81,260 | 
‘(A 60,850 61,290 60,220 61,250 61,470 | 60,790 | 
Pr aSisen 60,97 *78,780 60,550 60,990 60,880 60,810 | 
ee 61,250 61,750 60,580 *79,620 61,020 
sad *70,700 61,100 60,980 60,900 61,51} 
_ Se 61,120 60,770 61,050 , 
a 1,529,890 1,651,510 1,641,470 | 1,457,740 | 1,582,180 | 1,583,810 1, 
(| *351,890 | *318,860 | *800,670 *311,510 |) *898,110  *323,870 * 
| 
—_ cic 
STATE OF CALIFORNIA, Ps 
CITY AND COUNTY OF SAN ie agp a f° 
Personally appeared before W. T. Hess, a Notary Public in and for the City and County afor: 


Manager of The San Francisco Call, a ‘ aily newspaper published in the City and County of San Fran 
year commencing November I, 1902, and ending October 31, 1903, 19,093,888 complete copies of the « 
issue, gives an average daily circulation of 61,002 copies. 
There were also printed and distributed of the Sunday edition 4,157,960 copies, an average Sun 
Subscribed and sworn to before me this November 18, 1903, W. T. HESS, 
Notary Public in and for the City and County of San Francisco, State of California, Room 1015, Cla 


STEPHEN B. SMITH. Write for Advertising Rates, JOHN D. SPRECKI 


Advertising Representative, 


30 Tribune Bldg., New York. 
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of The San Francisco Call 


sopies of this paper printed and distributed each issue 
D2, to,October 31, 1903, was as Stated below: 





RIL. 1903. May, 1903. | Jung, 1903. | uty, 1903. _Ave., 1903. 'SePr., 1903. | Oct., 1903. 





























y. *Sunday. Daily. *Sunday./Daily. *Sunday./Dally. *Sunday. ‘paity. *Sunday. Dally. *Sunday. lpaity. _*Sunday. 
60,849 | 61,180 61,120 61,650 | 61,060 61,100 61,616 
61,400 61,270 61,620 61,220 *83,640 61,490 60,810 
61,030 *78.940 61,370 61,606 | 62,180 60,640 61,110 
61,650 ae - = . St 450 | 61,550 | = *83,140 

*81,850 60 ¢ *82, | 60,920 | 59.735 61,390 
60,790 60,7 61,020 | 60,650 | 60.720 *82 065 60,915 
60,870 61,010 “81 070 | 60,150 | 61,880 61,180 61,420 
61,160 60,540 0 | 60,180 | 60,430 60,900 61,720 
60,650 60,105 oe 110 | 59,410 *84,150 61,580 62,110 
60,550 *81,780 61,450 59,340 | 61,110 60,710 61,440 
60,330 60,200 60,890 59,530 | 60,400 61.400 *84,120 

*80,540 60, 7% 60,710 *81,510 | 60,110 60,970 60,940 
61,050 61,010 60.420 59,120 | 60,850 *82.060 61,125 
61,110 61,050 *89.610 59,440 | 60,930 60,140 60,895 
60,660 61,170 60 540 60,220 | 61,700 | 60,710 61,330 
60,490 60,940 60,420 59,970 *84,120 | 60.220 | 60,870 
60,850 *81,600 61,040 60,120 | 61,506 | 60,480 | 61,710 
60,900 61,380 61,320 60 470 61,440 60.710 | *83.810 

*80.220 60,970 61,480 *81.850 62,110 60 430 | 61,160 
61,460 61,430 61,940 60,220 | 2,650 "89,770 | 60,795 
60,830 60,750 *84.3140 60,410 | 61,960 61,780 | 60,890 
650,570 | 60,450 62,010 60,470 | 61,150 61,990 | 61,015 
60,510 61,150 62,150 60,780 | *85.460 61,775 61,510 
60,980 *§2.500 61,470 61,010 | 62,480 61,810 60.950 
61,040 | 60,460 61,720 60,720 | 61,880 61,810 *84,150 

*81,260 | 61,240 61,010 *83.740 | 61,550 61,720 61,150 
60,790 60,470 61,740 61,080 | 61,500 *83,880 60,950 
60,810 | 61,550 *83.640 61,550 | 61,250 61,690 61,390 
61,020 60,710 61,020 61,120 | 61,160 61,525 61,135 
61,51} 60,840 61090 61,380 | *84,970 61,815 60,785 

J *83,150 61,220 61.150 | 61,220 

583.810 1.583.385 | 1.593.780 | 1,634,486 | 1,595,626 | 1.587.660 | 1,652,351 

823,870 *407.970 | °331.460  *329.750 *422,340 | *330,775 | sens _ 
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County aforesaid, W. J. Martin, who, being sworn according to law, declares that he is the Business 
ty of San Francisco, State of ( ‘alifornia, and that there were printed and distributed during the 


copies of the daily edition of said newspaper, which number, divided by 313, the number of days of 
un average Sunday circulation of 79,960 copies. W. J. MARTIN. 
8S, 


a, a, Roo ym 1015, Claus Spreckels Building. 
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A JOURNAL FOR ADVERTISERS. 
@ Issued every Wednesday. Subscription 
price, five dollars a year, in “Ranma Ten centsa 
copy. Six dollars a huni 








ADVERTISING RATES: 
Classified advertisements set in pearl, begin- 
ning with a two-line initial letter, nut containing 
ee type larger than pearl,10 cents a line, 


a page. 

Displayed advertisements 20 cents a line, pearl 
a. 15 lines to the inch ($3). 200 lunes ‘to the 
pa 
or specified ition (if granted), 25 per cent 
additional. vais - 

‘ or 7 (full page) on first or last cover, 
jouble pri 

For second page or first advertisement on a 
right-hanu page (full pages) or for tbe central 
double pages printed across the centre margin, 
50 per cent additional. 

On time contracts the last copy is repeated 
when new cupy fails to come to hand one week 
in advunce of day of publication. 

Contracts by the month, quarter or year may 
be discontinued at the pleasure of the advertiser. 
and space used paid for pro rata 

Two lines — vertisement taken. Six 
words make a line. . : 

Everything appearing as reading matter is in- 


se ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 


Cuar.es J. Z1nGG, 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Biil,E.C. 


NEW YORK, JAN. 6, 1904. 
CORRESPONDENCE. 














A UNIVERSAL form of advertising 
is the letter—the personal letter 
answering inquiries about goods, 
the generai letter, one of many 
hundred or thousand others, or the 
letter consisting mainly of a price- 
list accompanied by or without 
samples. All of these examples 
have come into more or less direct 
relation with a firm’s advertising, 
but apart from regular mail order 
business it is doubtful if the ad- 
vertising manager has much to do 
with the daily correspondence of 
large firms with its customers. 

It seems as if the logical evolu- 
tion of the correspondence result- 
ing from press advertising is 
towards the advertising man him- 
self. That it is an integral part of 
his duties or should be in fact is 
indisputable. The firm member, 
office manager, office -ssistant, cor- 
respondence clerk, salesman are all 
undoubtedly more or less capable 
of handling correspondence relat- 
ing to the general business of a 
particular firm or merchant. But 
when it comes to selling or helping 
tc sale of goods through the inter- 
muzdiary of a written reply to a 
question asked by mail, it appears 
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to come entirely within the prov- 
ince of the advertising office to at- 
tend to such correspondence. 

It is easier to prepare advertis- 
ing copy that will induce people to 
write and make inquiries for 
prices, samples, etc., than it is to 
sell to such people even after their 
attention has been enlisted. The 
test comes in right here—where 
the greatest efforts of the mer- 
chant are centred to dispose of his 
goods; and yet too often the ad- 
vertising man, whose abilities 
would find greater opportunities 
for broader scope in this detail, is 
a total stranger to this phase of 
the business he is advertising— 
strange to the way it is being 
done, but eminently fit to do it 
himself and with far greater re- 
sults than accrue while this branch 
of correspondence is entrusted to 
members of the office staff. 

Many probable sales have been 
turned away through the use of 
an unlovely word or tactless phrase 
in a letter, or general ignorance of 
how to appeal to a waiting cus- 
tomer through the use of written 
words, while if the adman dic- 
tated replies the same qualities that 
enable him to bring forth inquiries 
and requests for further informa- 
tion in a prescribed newspaper or 
magazine space would be increased 
many-fold by the opportunity for 
going into details, knowledge of 
an individual customer’s wants, 
and the feeling that here he is talk- 
ing to a one-person audience—not 
the chance peruser of a newspaper, 
but some one who has asked and 
is waiting to be answered, having 
in the interim a constant picture 
of the article inquired about in his 
or her mind. It is = to say that 
the percentage of sales from the 
advertising man’s correspondence 
would be a large increase over 
that obtained by ordinary methods. 
However this may be, theoretically 
the scheme must appeal to the mer- 
chant whose mail order business is 
large enough for him to employ a 
correspondence’ clerk; _ results 
would very quickly prove its value 
one way or another. 

On the other hand, consider the 
great value of such close com- 
munion between the adman and 
the customer. A better under- 
standing of his composite audience 
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must surely result, and far greater 
and more intimate knowledge of 
the hidden lanes through which to 
reach and awaken the latent inter- 
est of readers. People are touched 
into quick response by a word or 
phrase without which perhaps the 
ad would be ineffectual. The law 
of see-saw in Nature is peculiarly 
applicable to advertising. An ad- 
man’s every effort is one of give 
and take; now it’s one’s turn, then 
the other’s, but of the two it’s the 
adman’s business to make his de- 
ductions from this giving of the 
public and so improve his ability 
to get more and still more from 
the same tangible expenditure— 
space. 

The salesman himself has no 
better chance to come into close 
contact with a customer. Far more 
will be revealed to the adman in a 
letter than by a personal meeting 
with probable buyers. Too often 
the writer and planner of ads 
knows not enough of the personal 
touch existing between merchant 
and customer when goods are ex- 
changed for money. With many 
a certain aloofness breathes out of 
their ads, a feature not calculated 
to warm the reader into inquiring 
or buying emotions, while if the 
adman knew his public less for- 
mally, “got next,” as the vulgar 
saying is, he would certainly be 
better able to know how and where 
to make the touch that brings its 
own response. 

In general, no letter having to 
do with merchandising between 
buyer and seller should go out of 
the office before being examined 
and at least edited by the adver- 
tising man. Of course this is 
only possible where the latter is 
on the spot, but why not educate 
the correspondence clerk in the art 
of persona! advertising? 


THE Buffalo Evening Express 
says: 

Another editor has been honored in 
the reappointment of George E. Mar- 
cellus, owner of the Le Roy Gazette, as 
postmaster at Le Roy. Mr. Marcellus 
has conducted the postoffice with great 
efficiency and to the entire satisfaction 
of the people of Le Roy, who are much 


pleased with his reappointment. His 
newspaper, which was established in 
1826, has prospered under his able 


editorship and is recognized as one of 
the leading weeklies of the State. 
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THE Fourth Estate reports that 
the Youngstown, O., Times, estab- 
lished about three months ago, 
went into the hands of a receiver. 
Lack of capital is given as the 
reason for the paper’s troubles. 


THE regular annual dinner of 
the Frank Presbrey Company was 
held Wednesday evening, Decem- 
ber 23, at the Hotel Navarre, New 
York City. Mr. Presbrey received 
an appropriate testimonial from 
his associates and employees, and 
the affair wound up with speeches 
and dancing. 


THE advertising of their label by 
the United Garment Workers of 
America has increased the demand 
for union-made garments so rapid- 
ly that in the past year there were 
sent out 34,500,000 labels for all 
kinds of garments, says the Out- 
look. This is an increase in one 
year of 11,000,000 labels, or just 
about the period that the union’s 
cards have been running in street 
cars and its ads in the leading 
magazines. 


ONE sees often a happy sentence 
on letterheads which constitutes a 
good advertisement. W. H. Titus, 
General Agent, Keokuk, Iowa, 
runs the following: When the 
quality of a brand of rubber goods 
is such that, where the goods are 
known, every dealer is clamoring 
after them, and so many manufac- 
turers of rubber footwear are try- 
ing to imitate them, it means that 
brand is the best known to the 
trade—such is “Stouts’ Patent 
Snag Proof.” 


One of the most active of the 
younger agencies is the O. J. Mul- 
ford Advertising Co., organized in 
Detroit last August. The head of 
this firm is O. J. Mulford, who has 
been identified with street car ad- 
vertising fifteen years and who was 
last manager of the Michigan 
Street Car Advertising Co., De- 
troit. With him are associated 
Cameron Currie and John C. 
Dewey. The latter is manager of 
the new agency and has been iden- 
tified with the Shaw-Torrey Co. of 
Grand Rapids, and the Fuller, 
Morse and Bates agencies, 
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EXCITEMENT was recently creat- 
ed in London by the appearance on 
the streets of six walking pillar 
mail boxes, like those used for 
postal purposes, each containing a 
sandwich man provided with an 
umbrella. This odd advertisement 
was employec to announce an exhi- 
bition of postal cards given by 
Messrs. Wrench, Limited. The 
police intervened, but no law was 
violated, and the ad was permitted 
to travel about town. 


Nracara Falls, N. Y., has the 
only regularly constituted munici- 
pal advertising department, it is 
said. Publicity for cities is usually 
carried on by the Board of Trade 
or Chamber of Commerce. Niagara 
Falls has a department supported 
by the city government and aided 
by local manufacturers, and is 
using literature and other medi- 
ums to attract new factories and 
assure the tourist public that the 
city has grown beyond the old 
hack-driving days. One of the best 
departments of this bureau is a 
press service that supplies four 
hundred newspapers with items. 


AN effective bank adv ertising 
novelty is a blank inventory, dis- 
tributed by the Northern Trust 
Company, Chicago. Upon a neat 
parchment folder is printed a list 
of such articles as are subject to 
loss by theft or carelessness, and 
which must be identified by num- 
ber. It provides a place for com- 
mutation tickets, savings bank pass 
book, life insurance policies, secur- 
ities, safe deposit vault, watches, 
rings, pins, silverplate, musical in- 
struments and firearms. Opposite 
this list is another by which an in- 
ventory may be made for use in 
case of loss by fire. Numbers of 
fire insurance policies are placed at 
the head, and then follow spaces to 
enumerate with valuation such ar- 
ticles as clothing, beds, bedding, 
carpets, bureaus, chiffoniers, chairs, 
curtains, clocks, divans, lamps, mat- 
tresses, pictures, piano, sewing ma- 
chine, stoves, tables, trunks, etc. 
Such a novelty is convenient, and 
more likely to be preserved by all 
classes of people than many of the 
more expensive trifles commonly 
sent out. 
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“DoLLar-oFF Shoes” is the com- 
modity advertised in dailies by the 
International Shoe Co., New York. 
The concern has stores at 1343 
Broadway and 262 West 125th 
street, and offers to duplicate prac- 
tically every advertised $3.50 shoe 
for $2.50. The ads are vigorous: 

A good many times we will sell you 
the $3.50 shoe under its own trademark 
—bought from its own factory—identi- 
cally and positively the same in every 
respect as the shoe you pay $3.50 for 
down street, or up street, or across the 
way. We don’t care how much you 
doubt our ability to do as we say,—come 
into the store; if we don’t make good 
every letter of every word, hang on to 
your $2. We don’t want it unless we 
can give you a pair of $3.50 shoes for it. 
Th.t’s our proposition. Just a plain, 
straightforward offer to save you a dol- 
lar a pair on shoes—no dodging, no 
hedging, no wordy fireworks. Just a 
plain, bold, calm, positive statement that 
we must stand by or quit business. What 
are you going to do about it? Going to 
keep on making somebody a present of 
a dollar a pair? 


50. 





IN a chatty, factful booklet in- 
tended for consumers, the Wels- 
bach Company tells something of 
the well-known gas mantle bearing 
its name. This was invented about 
ten years ago by Dr. Carl Auer von 
Welsbach, an Austrian chemist 
who began to experiment with rare 
light-giving earths in 1880. He 
first made a cotton mantle im- 
pregnated with lanthanum oxide, 
fitted it over a Bunsen gas burner 
and obtained a light as brilliant as 
that of the best mantle sold to-day, 
but in three days this production 
crumbled to dust. The next suc- 
cessful mantle was one of mag- 
nesia and lanthanum oxide in com- 
bination. This did not crumble, 
but after burning eighty hours it 
shrank and lost its brilliancy. The 
third result was the Welsbach 
mantle of to-day, which is im- 
pregnated with thorium oxide and 
cerium oxide. The company now 
making these mantles in the United 
States has two large factories— 
one at Chicago and another at 
Gloucester, N. J. Last year there 
were made twenty millions of the 
mantles, and it is said that the 
output for 1904 will be as many 
again. More than two billion 
yards of cotton thread are used 
yearly, and the mantles go through 
twelve distinct operations. 
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Tue Boston, Mass., Globe, New 
England’s great newspaper for the 
plain people, is the first daily which 
has a complete circulation state- 
ment for the year 1903 in the first 
issue of Printers’ INK Roll of 
Honor for 1904: 

The actual net average circula- 
tion of the Globe for 1903 was 
195,554 copies daily and 297,824 
copies Sunday. 

The Globe’s enterprise is to be 
commended. It is a paper which 
no advertiser can disregard. 


Toronto is to have a new out- 
door advertising medium in the 
form of an auto-car, which will 
carry twenty-four large painted ad- 
vertising banners and run through 
the streets nine hours daily 
except in very stormy weather. 
The car is so constructed that the 
banners not only revolve, but are 
gradually carried around the car 
itself, appearing at all viewpoints. 
The device is patented and con- 
trolled by the C. Advertising 
Auto-Car Co., 164 Bay street, 
Toronto, Canada. 


A THIRTY-SIX-PAGE booklet seems 
a lot of space to give to the sub- 
ject of ice-cream, but R. M. Bran- 
non, of Charlotte, N. C., issues a 
booklet of that size filled with ice 
cream facts, and it is readable 
clear through. Mr. Brannon began 
business a little more than one 
year ago, and is now the leading 
man in his line in that community. 
The first part of his brochure is a 
talk on quality and prompt ser- 
vice so convincing that it cannot 
fail of winning trade. Then fol- 
low suggestions concerning kinds 
and colors of cream for various 
social affairs, and the remainder of 
the book is given up to notes from 
customers, interspersed with re- 
marks by Mr. Brannon. Among 
the latter is one—“Don’t get mar- 
ried until you see Brannon”—that 
ought to be turned into a perma- 
nent catch phrase. Another book- 
let takes up the various depart- 
ments of Brannon’s Drug Store, 
one by one, and reviews the whole 
establishment in a way that both 
interests and suggests. Mr. Bran- 
non has a notably easy style in 
writing his ads. 
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THEATRE-GOERS in New York are 
complaining of the programmes 
used throughout the city, calling 
them unsightly and badly printed, 
with covers in garish colors and 
two or three lines of the playbill 
proper hidden among ads on every 
other page. The general outcry 
against them led a correspondent 
of the Sun to recall the pro- 
grammes used two or three de- 
cades ago. He says: 


It is a positive pleasure to look over 
old copies of the Stage, a publication of 
four pages, 11x14, issued as the house 
bill at Wallack’s, Niblo’s and other high 
class theatres of thirty years ago. The 
programme matter was entirely on one 
page, a liberal margin of blank space all 
around making it stand distinct from the 
context. On the other page, items of 
theatrical interest and well selected read- 
ing matter, completely changed every 
week, gave its advertisements some value, 
as the copies were eagerly sought and 
not thrown away. Brooklyn at one time 
had a publisher whose programmes were 
four columns, standard width and a foot 
or so in length, printed on supercalen- 
dered paper, replete with rare illustra- 
tions, chatty news items and a complete 
ist of every theatre in New York, with 
its exact location and the current attrac- 
tion, affording an excellent reference for 
the settlement of later day disputes. That 
this sort of publication was profitable is 
evidenced by advertisers being represent- 
ed in liberal space. The theatre manager 
who first reverts to the old fashioned 
theatre bill will please its public and fill 
his pocket as well. 

seis ciina ca ctecctct 
THE LITTLE SCHOOLMASTER’S 
CARTOONS OF SPECIALS. 


XIII. 























Cry 





CHAS. S. PATTISON, 





3 


ADVERTISERS who find difficulty 
in remembering just which half- 
tone screen goes with papers of 
different weights and surfaces have 
the whole problem admirably 
simplified in a little booklet ea- 
titled “The Haif-tone Screen and 
Its Uses,” issued by Jewett, the 
engraver, 309 Broadway, New 
York. Half-tones of screens from 
175 to 65 are shown on papers from 
coated book to common print, and 
a glance determines the kind of 
cut needed for any purpose. 


Tue H-O Company. Buffalo, 
manufactures a dairy food for 
cows, and issues an _ interesting 


booklet in which scientific rations 
are discussed from every stand- 
point. The first portion of the 
volume is a series of letters from 
a dairyman in Massachusetts show- 
ing how his herd was improved by 
intelligent diet. This is clearly the 
= of booklet that interests farm- 

for none of its information is 
indefinite. The company also main- 
tains a “serious problems” depart- 
ment that answers any queries put 
by stockmen or dairymen. 


THE value of education should 
nowhere be underestimated, and 
in no business is the value of edu- 
cation more appreciated than in ad- 
vertising. To those who believe, 
as nearly all believed in the past, 
that the success of advertising was 
an accident and a gamble and those 
who practiced it and advocated it 
for gain were at best little e 
than blind leaders of the blind, 
is no wonder, as long as many hes 
willing to ignorantly believe with 
them, that they do not want to 
know, even if they have the ability 
co learn, what would make their 
advice and experience and help 
more valuable. If they are content 
to pursue the old methods that they 
have found profitable in thg past, 
they are surely doomed to extinc- 
tion more or less gradual, as in the 
manufacturer who pursues only old 
methods of business promotion 


while his new and better educated 
competitors adopt the newest and 
the best business promotive meth- 
ods at their command.—Thoma@s 
Balmer. 
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FEeRNALD’s Newspaper Men’s Ex- 
change has moved to new offices 
in the Besse Building, 368 Main 
street, Springfield, Mass. 


Two out of three subscription 
renewals to Printrrs’ INK contain 
the request, “Send the paper to my 
home address.” This combines 
quantity with quality. 


DECALCOMANIA window signs of 
many varieties are shown in the 
catalogue of the Meyercord Com- 
pany, Chamber of Commerce, Chi- 
cago. This firm, it is said, has per- 
fected the process originated many 
years ago in Europe by which de- 
corative designs are printed on pa- 
per und then transferred to metal, 
glass or polished wood. Decalco- 
mania designs have long been used 
to ornament pianos, music boxes, 
vehicles and other commodities 
where a touch of decoration could 
be applied cheaply. The Meyer- 
cord Company’s product is particu- 
larly adapted for use on windows 
as transparent advertising signs. 
Designs in as many as ten colors 
are first lithographed on paper, and 
by a separate operation a secret 
transfer compound is_ applied. 
When the sheet of paper bearing 
the window ad is dipped in water 
and applied to the glass with pres- 
sure the paper may be pulled away, 
leaving the design in all its colors. 
The thin film clings so firmly to 
the glass that the window may be 
washed without injuring it, while 
the colors are practically _perma- 
nent. These signs have come into 
wide use the past few years as ac- 
cessories to newspaper advertising. 
They are appreciated by retailers, 
and cost the advertisers but a few 
cents each. They do not obstruct 
light, and can be mailed easily and 
applied by anyone. Among the 
specimens reproduced in the com- 
pany’s catalogue are signs for Gen- 
eral Arthur Cigars, Armour’s Star 
Ham, Anheuser-Busch Beer, Pitts- 
burg Leader, Cascarets, White 
Sewing Machines, Rexall Reme- 
dies, Corticelli Silks, Regina Mu- 
sic Boxes, Oliver Typewriters and 
the Salvation Army. The Com- 
pany also makes stock signs for 
jewelers and _ opticians, bearing 
such phrases as “We Do Expert 
Watch Repi.iring.” 

















My business requires little ad- 
vertising, but the copies of your 
paper impress me as very original, 
aggressive and modern. I know of 
no other trade publication that has 
as much snap and ginger to it. One 
helpful suggestion is often worth 
a great deal of money to a business 
man. Aside, however, from any 
financial gain accruing from the 
reading of your paper, it will serve 
as a mental tonic. I enclose my 
subscription fee for 1904.—Joseph 
Colter, 43 Leonard street, New 
York. 





LiFE insurance as a profession 
for young men is treated in an in- 
teresting pamphlet by the Hon. 
John F. Dryden, president of the 
Prudential Insurance Company. 
From its original function as a 
means of protection in the event of 
death life insurance nas become 
a means of saving and investment 
as well. The class of men now 
promoting the business of life in- 
surance companies is the best, and 
the rewards and opportunities for 
promotion are equal to those in any 
field. The booklet enters into the 
opportunities offered bright young 
men and also describes the com- 
plex organization of a great life 
company. Copies of the booklet 
may be had by addressing the home 
office of the Prudential, Newark, 
N. J. 


A younc firm that apparently 
confines its effort to making copy 
and literature is the Chappelow- 
Goe Company, St. Louis. Four 
men compose it. B. E. Chappelow 
is a newspaper writer and adver- 
tising man who has had consider- 
able experience with Eastern agen- 
cies. T. J. Goe has been succes- 
sively a printer, publisher, solici- 
tor and branch manager for a New 
York ad specialist. H. F. Mildrum 
is an ex-prin:er, was five years 
with the writing department of a 
New York agency, and recently 
left the copy department of the Na- 
tional Cash Register Co The 
fourth member of the firm is H. M. 
Pollard. Besides some attractive, 
practical literature in their own in- 
terest, the company is sending out 
excellent copy along new lines for 
Western advertisers. 








PRINTERS’ INK. 31 


ADVERTISING men are critical of 
their own and others’ productions. 
They criticise the ad or booklet 
from the standpoint of technicali- 
ties. Is the la:guage clear—in- 
forming—grammatical? Is there 
an original idea, and is it well 
worked out? Is the illustrator’s 
work clean-cut and effective? Is 
the printing all it should be? The 
reader of advertising is critical, 
too. But his or her criticism is en- 
tirely from the standpoint of the 
article offered—its quality, utility, 
price. Good printing, clear lan- 
guage, pretty illustrations and fine 
ideas are hardly regarded, though 
readers are swayed by them beyond 
question, and perhaps criticise them 
unconsciously. But the proposition 
set forth is the chief consideration 
with the reader, and while the ad- 
vertiser should never lose sight of 
technical details, he will do well to 
remember that his opinions of good 
advertising are quite secondary to 
those of his readers. To look upon 
advertising entirely from the tech- 
mica] standpoint is to make a grave 
error. 








More than any other publication 
the Ladies’ Home Journal depends 
on its readers for matter and pic- 
tures. The Christmas issue was 
largely made up of suggestions re- 
ceived in response to prize offers 
during the past year, and this 
method of making each reader a 
contributor has worked out so well 
that it will be followed indefinitely. 
The coming year will witness the 
publication of many _ seasonable 
suggestions regarding cooking, 
housekeeping, flowers znd garden- 
ing, making money at home, fancy 
work and every theme treated by 
the paper. At first glance this 
would seem to be an inexpensive 
way of editing a great magazine 
when one remembers the prices 
paid for the work of popular writ- 
ers, but in some cases the Jour- 
nal’s features cost large sums. Ten 
articles are to be published next 
year showing how a family may 
live on from $400 to $1,000 a year, 
and the selection of these articles 
took six months, an expert in 
domestic economy working over 
the mass of papers submitted. 
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Tue Rothschilds took their name 
and title of nobility from a red 
shield (“roth schild” jn German), 
swinging from the Frankfort house 
of Mayer Amschel, the founder of 
the family’s fortunes. This red 
shield, says Vance Thompson in 
the Saturday Evening Post, is still 
hanging from the old _ gabled 
dwelling in the Boerne-Strasse, 
Frankfort, and is preserved by the 
present Baron Rothschild. The red 
shield also swings from his man- 
sion in the Rue Florentin, Paris. 
This simple “trademark” has, in 
150 years, grown to be one of the 
most noteworthy advertisements 
in history. 


“BLANK’S ay of Selling 
Watches” is a praiseworthy book- 
let published by the Keystone 
Watch Case Co., Philadelphia, in 
which are set forth in dialogue all 
the reasons why the average man 
or woman should buy this com- 
pany’s well-known products, with 
all the objections ordinarily raised 
by men and women in actual trans- 
actions. In matter, style and type 
dress it is eminently suited to the 
purpose. Another distinctive 
brochure is one entitled “The Sec- 
ond Chapter,’ which has lately 
been mailed as a follower to 5,000 
persons who asked for the com- 
pany’s “Intelligent Watch Buying,” 
actively exploited in the magazines, 


A BOOKLET from Frank R. Car- 
ter, 12 East Forty-second street, 
New York, gives a catalogue of 
lists of names furnished advertisers 
for specific purposes. The names 
are gathered through 5,000 cor- 
respondents and reporters, it is 
said, and divided according to the 
advertising appeal that will be most 
remunerative in each case. The 
catalogue includes such offerings 
as 375,000 consumptives, 162,000 
inebriates, 360,000 rheumatics, 216, 
000 blind persons, 650,000 soap 
buyers, 343,000 cigar smokers, as 
well as very complete classifica- 
tions of occupations and businesses. 
These names are sold according to 
the number taken, at a graduated 
price per thousand. The concerr 
also does addressing and mailing, 
having a capacity of 100,000 pieces 
per day. 


To produce the Christmas num- 
ber of the Delineator, seven hun- 
dred and twenty-eight tons of pa- 
per and forty-nine presses, working 
twenty-five days, were required. 


EFFECTIVE advertising is first the 
expression of personality. There 
must-be something to say, and a 
man, not a method, to say it— 
Saturday Evening Post. 


Carro, IIl., is the county seat of 
Alexander county, and has a pop- 
ulation of 12,566 souls. It is the 
terminus of Illinois Central, St. 
Louis, Iron Mountain & Southern, 
Cleveland, Cincinnati, Chicago & 
St. Louis, St. Louis Southwestern 
and Mobile & Ohio railroads, at 
the confluence of the Ohio and 
Mississippi rivers, one hundred and 
seventy-five miles below St. Louis. 
According to the 1903 issue of the 
American Newspaper Directory, 
four daily and four weekly papers 
are published there. All of them 
are rated JKL with the exception 
of the weekly issue of the Citizen, 
whose publisher asserts in Decem- 
ber, 1902, that no issue in the previ- 
ous year was less than 1,000 copies. 
To the observer it would seem that 
a city like Cairo should support at 
least one daily paper that would 
be entitled to a more creditable 
showing in the American News- 
paper Directory. Judging from in- 
formation received frorm the pub- 
lishers of the Daily Bulletin, it 
would appear that such will be the 
case. In August, 1903, the Bulle- 
tin passed into the hands of the 
present corporation, which asserts 
that it has expended since that time 
$25,000 in improvements of the 
paper. Perfecting presses and 
Mergenthaler linotypes have been 
added to the mechanical depart- 
ment. The Associated Press service 
has peen obtained, and the Bulle- 
tin claims this service exclusively 
within a radius of one hundred 
and fifty miles. The editorial and 
reportorial forces have been in- 
creased, and canvassers set at 
work throughout Southern Illinois, 
Southeastern Missouri and West- 
ern Kentucky. This is expected to 
produce a rural circulation of 3,000 
in itself, 
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Tue Manchester, N. H., Daily 
Mirror and American published on 
December 22, 1903, nearly one 
hundred columns of advertising. 
This is twenty solid columns above 
the previous highzwater mark. The 
Mirror and American is essentially 
the Manchester local paper. Its 
daily edition was established in 
1850, the weekly in 1851. Mr. 
David Scannell, the advertising 
manager, promises to furnish a 
detailed and signed circulation 
statement for use in the 1904 issue 
of the American Newspaper Direc- 
tory. 

Beer advertising is usually all of 
a piece. When the small brewer 
uses.newspaper space (and he does, 
frequently) his advertising is mod- 
eled on that of Schlitz or Pabst. 
The following ad of Adolf 
Schmidt’s Kloster Brewery, Brook- 
lyn, is so “different” that it makes 


one thirsty: 

Schmidt’s Kloster-Brau— A better beer 
than you have known, unless you have 
tasted the famous beer of the world 
renowned Bavarian Cloister Monks. 
Schmidt’s Kloster Brau looks like im- 
ported Bavarian beer—tastes like Ba- 
varian beer—is a Bavarian beer—made 
in America, and the only one made in 
America. A famous Bavarian Cloister 
Brewmaster’s methods and customs are 
employed in every process, The 
are imported. 
finest. The ageing is proper—no green- 
ness—so no biliousness. No sharp taste, 
but a pure, rich, healthful, thoroughly 
delicious beverage. Try one case at 
home deliveted, 24 pints, $1.25. We 
make but one beer, a beer for home con- 
sumption—not one grade for one pur- 
pose and another for another. The 
case you order comes fresh from the 
brew house. Orders by ’phone or postal 
card receive immediate attention. 


IS AN AMERICAN INSTITUTION. 

Season in and season out the journal 
most satisfying to those interested in 
ublication or publicity is PRINTERS’ 
NK. More than any other periodical 
it will keep you in touch with what’s 
doing in the Cand field it was the first 
to essay to cover. Whether you are 
editor, publisher, printer or advertiser, 
or one whose interest in newspaperdom 
is merely of the detached kind, its week- 
ly visits are in most cases an indispcns- 
able aid, in all cases welcome. The 
Little Schoolmaster has had a list of 
imitators as long as the catalogue of the 
ships, but none of the brood is in the 
same class as the originator of this style 
of periodiual, which is an honor Print- 
ers’ INK claims. Its prestige has waxed 
greater each year until now it mav he 

led “an institution.”—The Monthly 
Union, published by the New York 
Newspaper Union, 134 Leonard street, 
New York, 
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Ir there is any one stumbling block 
that an advertising man finds in promot- 
ing business it is that impassable barrier 
—the board of directors. George Dyer, 
in Mahin’s Magazine for November, 
says, “The West is younger than the 
East. It has not so much to remember. 
It hustles, and is unashamed. When a 
man dies there, they bury him; they do 
not prop him up in the chair to preside 
over a palsied board of directors. 7 

The Little Schoolmaster fully 
endorses the sentiment expressed 
above. There are to-day in busi- 
ness old, staid, respectable con- 
cerns who want more business. But 
if one suggests to them a two-line 
advertisement that would cost less 
than twenty dollars a year, an ap- 
plication has to be filed, the matter 
is then referred to the next meet- 
ing of a board of directors, who 
after a first consideration puts the 
matter over for some future meet- 
ing. Associations of American ad- 
vertisers and associations of Am- 
erican advertising agents pursue a 
similar procedure. 


TO GET PRINTERS’. INK 
FREE, 


Now and then a young man in- 
terested in advertising matters finds 
that his circumstances do not war- 
rant giving up the subscription 
price—five doliars. It is within the 
wer of every such person to send 
in advertising items, news or the- 
ories, that the Little Schoolmaster 
is glad to have and for which he 
would be willing to pay. Such 
items are solicited. Send them in, 
watch for their appearance. Buy 
the paper of the nearest news- 
dealer or peruse it at the reading 
room of the Young Men’s Chris- 
tian Association, the local hotel or 
wherever it is to be had. Keep a 
record of data of issue and page. 
When twenty such items have ap- 
peared write a letter to PRINTERS’ 
INK specifying the items, with dates 
and pages, and your name will be 
put down for a paid subscription 
for a full year. More than this, if 
articles are submitted that are of 
material value they will be paid for 
and the paper is always sent free 
to regular contributors if they 
register a request to that effect. If 
you want to become a regular re- 
cipient of Printers’ INK and. have 
any gumption, the cost need not 
stand in the way,, 
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PHILADELPHIA has just organ- 
ized a Merchants’ and Travelers’ 
Association that will devote much 
of its attention to advertising the 
Quaker City. A fund of $100,000 
is to be raised among the leading 
business interests and spent in lit- 
erature and special matter for 
newspapers. 


“Tue China Question and Some 
Other Things” is an original folder 
from Higgins & Seiter, New York. 
Besides a statement of the firm’s 
position in selling art china it gives 
a list of paintings on exhibition 
and for sale. The matter is admir- 
ably calculated to attract “carriage 
trade,” and the folder has been 
decorated with eight unique heads 
in brown and bronze. With each 


one sent out goes this card: 

The receipt of this publication carries 
with it the assurance that Mrs. So-and- 
so, of the Buckingham Hotel, will be 
gladly accepted by us as a charge cus- 
tomer without the formality of a re- 
ference. Orders by mail respectfully 
solicited. 


“Every writer for print wants 
to be read, but not every one uses 
wise methods,” says Theodore L. 
DeVinne in an article on “Typo- 
graphic Effect” in the Jndependent. 
“The index word in bold type at- 
tracts instant attention in a dic- 
tionary, because it is in strong 
contrast with the relative'y gray 
type that surrounds it; but if an 
entire paragraph be set in bold- 
faced type, the words will not be so 
readable as a larger size of plain 
roman type on larger body that oc- 
cupies but little more room on the 
paper. The lines in each letter ard 
of each separate line of types are 
too close; they have no relief of 
white; the print seems muddy and 
confused. It is this huddling to- 
gether of structural lines that 
makes all words in much pinched 
or condensed type of small size 
seem obscure. It is readable only 
when one notes glints of white be- 
tween the lines. The bolder and 
more compact the lines in a type, 
when those lin: come close to the 
edge of the body, the harder it is 
to be read. Advertisers who over- 
crowd the space assigned with 
many lines of bold display, and 
use leads niggardly, to the exclu- 
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sion of a proper relief of white 
space, nearly destroy the read- 
ability they seek. William Morris 
advises the use of thinner spaces 
between words and the rare use of 
leads between lines. This is good 
advice for composition in black 
letter, a character plainly designed 
to show huddling and compression 
in every letter, but it is not at all 
applicable to roman letter, that is 
just as plainly designed to show 
roundness and openness. There 
should be as much relief of white 
space above and below each letter 
as there is within the lines of that 
letter. A type with a large face 
on a small body needs leads be- 
tween lines and wider space be- 
tween words. This preference for 
openness and clearness in roman 
type is almost universal. Readers 
want leaded type because it is easy 
to read; publishers order it because 
the book so treated finds readier 
sale. Print is most effective when 
the type selected is in one style 
only, and when distinction or dis- 
play is made with different sizes of 
that style. In the composition of 
standard books roman type serves 
us adequately for text, headings 
and title-pages. Display letters 
(italic and black letter are but oc- 
casional exceptions) are positively 
forbidden as degrading disfigure- 
ments. The superior beauty and 
legibility of the roman need no ex- 
planation. That it is not used more 
freely by advertisers is due largely 
to their inexperience in ordering 
combinations of — incompatible 
styles, and their mistaken policy 
in denying a free use of leads be- 
tween lines of display. This at 
least is certain: advertisements are 
not always made attractive with 
huge types and illustrations. When 
one advertiser is allowed “to get 
ahead of other fellows” with com- 
positions that fairly shriek, others 
will follow, and the advertising 
pages will become a collection of 
shabby handbills, much to the dis- 
gust of readers. Yet display type 
will probably have .is run in news- 
papers, as capitals and italic had 
in books. The time will come 
when even adyertisers will see that 
over-display in a medley of mixed 
types repels more than it attracts.” 
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MILLION DOLLARS A YEAR 


HOW TO SPEND IT WISELY. 


It is a well-known fact that the Postum Cereal Company, Limited, manufacturers of 
Postum and Grape Nuts, is the most successful of all food manufacturers in the world, 
doing a tr d business and making one of the greatest financial successes in the 
annals of American industries. ; ee § 

This great business has been built up by judicious advertising, and the company now 
expends a million dollars a year in ecm, . 

Advertising which can achieve so notable a success must necessarily be the best ob- 
tainable advertising, and, in view of this fact, the letter reproduced below becomes 
especially interesting. 

” This letter was recently received by the George Ethridge Company, 33 Union Square, 
New York, and certainly speaks for itself. 

An advertising concern with the equipment and the high degree of executive ability 
necessary to secure the patronage of the Postum Company, and elicit from it such words of 
enthusiastic commendation, certainly deserves congratulation. 

It is an obvious fact that a concern which can give such satisfactory service to the Postum 
Company, whose standard is so high and whose requirements are so great, must beina 
— to render the advertising public a character of assistance which is very difficult to 
obtain. 





MK Hewe: Treasurer 


CAPITALIZATION $5,000,000 


(Maile 


VsA. 
“New fork, December 11, 1903, 


The George Ethridge Company, 

Union Square, 

New York City. 
Dear Sirst-- 

The proofs have just arrived, and, in simple justice to you, f must say that 
you have broken all records for rapid and accurate work. 

I feel that the intelligent and systemtic treatment you have, from the 
start, given to our drawings, cuts, typesetting and electros hae saved us, in lost 
time, for explanations, revisions, coaxing, driving, watching and the usual disap- 
pointments and delays with Artists and Printers, an amount eqiml almost to your entire 


monthly bills -- and they have not been smll, as you will admit. 


The fou watercolor drawings which you made for us are, in ny opinion, ‘the 
amartest things yet produced in a comercial way at the price. 

You need not, however, raise the figure on tho next lot merely because, in a 
Durst of enthusiasm, I happen to mention this. 


ie et 
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LACK OF WINDOW DISPLAYS 
HURTS ENGLISH BOOK 
TRADE. 

Bernard Shaw complains that books 
do not get an adequate show in shop 
windows, and voices his little grievance 
in characteristic fashion. There is no 
difficulty in getting books published; 
there will socn be two pablichers to 
every established author in the country, 
he says. For twenty years he has been a 
published author and for nearly ten out 
of the twenty one of the most insuffer- 
ably beoeraars hed persons in the king- 
dom, and yet he has never seen one of 
his books for sale in a shop window. 
Then he goes on—‘If you turn to the 
directories and compare the number of 
places where you can buy books with the 
number of places where you can buy 
boots, you will arrive at the conclusion 
that the average man wears out fifty pairs 
ef boots whilst he is reading a single 
book. I myself, as a writer, belong to 
the non-reading class and am a slow 
reader at that; but even I am a better 
customer to my bookseller than to my 
bootmaker. How are Northampton bcots 
advertised? Not by reviews and inches 
of publishers’ columns at ten pound a 
foot or thereabouts, but by innumerable 
shop windows in which the boots are 
offered for sale visible and with price 
tickets. Abolish these shop windows and 
Manfield of Northampton will be a 
ruined man-—almost as ‘oo, as an au- 
thor—in six months.”—Family Herald, 
London. 


Largest Circulations. 


AN EXAMINATION OF ROWELL'S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 198 
REVEALS THE FACTS STATED BELOW. 

NORTH CAROLINA. 

The Charlotte News has the “highest actual 
average circulation rating, in figures, in the 1903 
issue of the American Newspape: r Directory of of 
any daily in North Carolina.’ 


—-—_+30+—--—- 


Advertising Agencies. 


There are hundreds o, adverticing agencies in 
this ae os All AS uable and 


some _ val 
ir clients. 
might f the rm puch sere persistently brought 10 
t ee rently 'o 
the latt ti m= the ook of the Little 


eaten 
PRINTERS’ INK desires to start a glacetfied di- 
ectory, listing as be A recogn' agencies as 
=a see the wisdom of sea tet Ss 
sentative adsortiing son in the United States. 
Such advertisements en cents per ae net and 
are set in pearl. Count siz words to the line. 
CALI LIFORNIA. 
Cee CO., Los Angeles, Califor- 
ad ertising anywhere—maga 

am, fo bs a trade papers, outdoor. Effect- 

ve d Good copy. 


Information about 
Pacific Coast and Orient. 


CALIFORNIA—PACIFIC COAST. 
C BARNHART AN an tnd SWASEY. 107 New 4 
ome St.. San agency wes' 
of nicago: eo poy 10 00 ft.; employ 60 people; 
f an advertising yo 
paign: aD a. Sayercieers Money 
diciously for newspapers, pillboat ta 
street cars,distributing,ete. Can pinee goods with 
wholesaiers and retai ers. Knowing Coast condi- 
tions, we can place your advertis’g without waste. 


DISTRIOT COL ee tl 


mrs Jead “Wan FREE. 
Le st FARRELL ae TTeINt SING SRGENCY, 
ashington, D. C. 
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een ILLINOIS. 
*RTISERS, meneaeibate re placing your 
advertisi and get the Denes. of 48 years 
ripest ex ence, which is essential wo all 
successful advertising. Our Advertisers’ Pocket 
Guide FREE for the asking. GUENTHER-BRAD. 
FORD & CO. (Founded 1885), Schilier Bide, 
Chicago. 


« MARYLAN LAND. 
MM souRRE ADVERTISING AGENCY, Balti- 
more. Estab. 1876. Newspaper, magazine, 
outdoor advertising written, ed, place, 
Don’t spend $1 in Md. S .cfore getting our selina 
MINNESOTA. 
|B ae ey ADV SST EEG AOE, Trih- 


agency of Northwest. We know territory thor. 
snenly aie small pote —— pr proper 

embers of the American Adve A / 
sociation, 7 gents re 





NEW JERSEY. 
Mi 421-capes ADVERTISING A SPECIALTY, 
STANLEY DAY, DAY, Newmark Ket, N. J. 


NEW YORK. 
G*. P pO NTELL 00. Somnted in 1865, under 
w management not only plans, places 
one iustratee ak no acts as sales manage ers. 
imates and designe upon juest, 10 8 
Street, New York. ony ee wpit.- 


= apenas ADVERTISING CO.—Or. 
anized by advertisers to anes advertisers a 
aa. deal. L. Perine, es & . W. Seeley. 
ice pres.; F James Gibson. r a 
zon, treas., 100 William 8t., "New 3 York. 


MAIL-ORDER ADVERTISERS 
seeking large returns should use this 
cial Metropolitan list. For $10 I will insert for 
one time (any day) a oo classified ad vertise- 


ment ine the oe conowing & 
indiana lis Sentinel, 


Boston Heral 
we. No. Kimeriean, 

Buffalo Courier, 
ieeas Rochester D. and Chron, 
I ice Tel 
: ul 
St. Louis Globe Dem., 

ashington Post, 
Milwaukee 
Cincinnati Enquirer, ’ 
Minneapolis Tribune, 
Detroit Free Press, 


s Be PULTON st. 


PENNSYLVANIA,» 
N° what we have done in the past, not what 
we may do in the future, but what we can 
do for Pin right now. 


e tel 
a ft - ea IRELAND ADVERTISING AGENCY, 
925 Chestnut St., (Estab. 1890.) Philadelphia. 


LEXANDER & 00 suINGTeN. Advertising. 

ews! vi 
A“ 1801. "We also have established 
papers ay oe Spokane, Wash. 


CANADA, 
Fees $4.50 we insert 25 words,’classified, once in 
best 18 dailies of 15 5 largest Ounndian cities; 3 
insertions, $12. Send yee ith order. 
DESBARATS ADV. AGENCY, Ltd., Montreal. 


Classified Advertisements. 


Advertisements under this head two lines or more 
without di lay, 70 centsa line. Must be 
han nm one week in advance, 





n Fran 
atlanta Constitution, 


Sha 
ansee Cit Ci Journal. 
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EnTeEe. 
Advertisi 
"Phone 906 "meson NEW ORK. 
Offers. Lists 





WANTS. 
yromenss 2 WANTED—All round printer with 


need ap NORTH- 
WEST ran & & “OME North Yakima, ~a Wash. 


M? RE than 225,000 copies of the morning edi- 

1 tion of the World are sold in Greater am 
York every day. Beats any two other pape: 

Tipe WANTED—I want to buy from % cat 50 

posnes of 5 int type. Address, with 

root and price, “ Pt,” care of Printers’ Ink. 


‘Aveexrmang. 2 SOLICITORS wanted. Active, 
ness getters. Good 


commission. 
DRUGGIST, Detroft, fin, A All 
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Deeeeed tase. ag tt MEN’S RECEAUGS, 


all mene. Se remend fi for booklet. he 
nd for 
iain Bt, Springfield, Mass 
ANTED, b; ical advertising 
pceceetul reco ru, the N. Yo presenta- 
tion of tf out-of: town publication. ‘Address “SUC- 
CESS,” 35 Warren St., Room 32, N. Y. City. 


I DESIRE the —~e nes, rates and circulations of 


2. omen r ——— willing to take 
ey inv ent in return for ad 
the same. KDWARD E. BeALA, Mer. 


Unity A Advertising Agency. Lewiston. M 


HE attention of ambitious cecaionaian 
T writers is directed to the offer in this issue, 
under heading Bond plop — ay Spastrectors, pS 
wherein five hundred and sixty dollars is offered 
for the preparation of at six advertisements. 


HE BANKERS & MERCHANTS AGENCY CO., 
66 Broadway, New York. is making up a list 
papers throughout the country for a large 
ot pe advertiser and would like to receive rate 
cards from publishers who have not yet sent 
rates 


IRST-CLASS adwriter, - with three years’ ex- 
perience as advertising manager of weekly 
newspaper desires position with a responsible 
advertising agency. Can prepare copy or handle 
« — ence successfully. Know medium: 
rates 





Best references. Address “G. ¢..” 
care Printers’ Ink. 


PEN TO ENGAGEMENT JAN. 15 as assistant 
mgs | Loe ge’ bg os ogrened or cloth- 
= concern the righ A stuff. Wor! 
ves that. Also a practical prin nter possess 
originality and rare artistic a 3 ye prt 
ferences. Address 
printers’ ink, New York. 


] ANTED, by a manufacturing concern locat- 

ed in Upper New York - PT ay wy man 

to learn their manufacture and assist in the prep- 
aration al copy for circu logues and a 
limited line of trade eee | advertising. State 
and expected. 


ex] wine *. 
Printers" Ink 


Waxtep.ey ena first-class phe eeubitailiail house, 
an experienced and energetic advertising 


parsoularty | qualified in follow-up, to 
take chaige ot mai department—a man of 


ideas Cen and one willing to work. 
No investment 


Remuneration based on results. 
required. Address ‘‘A. A., ae care of Printers’ Ink. 


ANTED te furnish daily newsletters to 

papers within a radius of 500 miles of 

ili take advertising space in ex- 

change. Not a fake or a scheme get space for 

next to nothing, but an honest effort on the part 
— = hg etre | ey oy to serve his bret. 


ae prone Send for particulars. Ad dress 
NATIO AL NEWSPAPER KYNDICATE, 39 Har- 
per Building, Washington, D. C. 


YOUNG MEN AND WOMEN 


8 of 
adve' fisers, 
New York. ts 
at 10 cents per line, six words to the line. PRINT- 
Ers’ INK is the school for advertisers, and it 
reaches every week more smploying Ady advertisers 
than any other publication i in the 


A OVERTISEM ENT WRITERS. assy a 

ginners, will have = age ae opportu- 
nity to demonstrate th bility and make 
money by writing to us. Wwe will tell you hoy 
to start a business of your own at home which 
will do more to establish your reputation as an 
sdwriter than years of ordinary experience. 


Write y. 
WELLS & CORBIN. 
Suite B, 2219 Land Title Bldg., 
Philade! hiladelphia. 
Hore ncaa roo men, yim wide Ray ah 
wad. ——- 
on Prefer position 


th publishes, or con- 
. Would 


wen Se nereartile no 
mercantile ho 
templates pul > homes 


Hustrati pape! 
ferred. Address “() "HICAGO.” care Printess tak, | Gat 
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XPERIENCED, energetic, enterprising edi 
ore familiar with every detail of the news- 
paper and print b , is open for po- 
sition from old 
jou whose proprietor woul eto retire or 
Sg e active management in other hands. 
t_ of references Address, in confidence, 
“EDITOR,” P. O. ‘Box 1592, Philadel phia, Pa. 
A ith oe reaent posit pd lary? if 
wi our presen on or sa lary 
not, write dearest ice for booklet, e have 
openings for re. eocretarion, oi ee 
men, newspaper men, sanloonen, ete. Technical, 
clerical and executive men of all kinds. High 
grade exclusivel a; 
HAPGOODS (INC.), 
Suite 511, 309 B: 
Suite 815, Pe 


Seite 529, M Bidg., Chicago. 
Williamson Bide. “Cleveland. 
"Pisaser Bldg., Seattle, 
HEN YOUR WIFK’s DIGESTION SEEMS 
BEYOND REPAIR, 

and all medicines and treatments fail, get 
MAN-A CEA, the Manganese Natural Spring 
Water. (t :mmediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted—Physical and Nervcus—the same as any 
well person. Weare not trying to fool you. It 
is the simple truth. Manganese in solution does 
it. It is simple, tasteless, harmless. The Creator 
made the rose. He made this water. Man can 
make neither.. Do not think everything adver- 
tised a fake orfraud. Howelse are you tobe 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Druggists 
and grocers sell what is called for. Try it Just 
Once for One Time. Send for booklet. Drug 
gists, Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone Street, New York. 





+ >—____—_ 
PHOTO-ENGRAVING. 
[es in oat reproduced, 5%c. up. STAND- 
ARD ELEC TROTYPE CO., Wilmington, Del. 
me 
COIN CARDS, 
PER 1 Less for more: any printi ng. 
THE COIN WESETER (0. Detroit, Mich, 


$3 





MAILING M. MACHINES. 
[HE DIC DICK MATCHLESS M MAILEK, lightest. and 
Mfr., V8 Vermont St St. Buffalo, N, Jy 
—_—_——_ +o 
TYPEWRITTEN LETTERS. 


| by 2 ey ha eed typewritten n letters which are 

fétt imitations; samples free. SMITH P 

ING CO, 812 Broadway, Tolec Toledo, Ohio. 

T== Rage “Each let setter cuntain type- 
rices 


prge quan Send pan Me ‘iss TH Rosi 


x 1053, N. 


NT. 


oe» 
CARBON PAPER. 
ORG EEG _ nee carbon r; 
samples free. -WHITFIELD'S CARBON 
PAPER WORKS, 123 Liverty St., New York. 


FINANCIAL, 
Taz SHOLL CO., INC., which has pur- 
hased the rope: rietary medicine b 
of the late Joseph. Bb oll, pro; pactee of Sholl’s 
Infallible Pills, for Fevers, and_ Liver 
Complain has for sale a limited number of 
shares of the capital stock at par value. ta 
share. Further particulars on request. J Jos 

SHOLL CO., IN Burlington 


INDEXES. 


OUR CARD index x wants attended to promptly 

F and satisfactorily at pb ae ap aoe 
mand pa yess orders. 

Pag 4 orders. ons ANDARD. INDEX 

.» 715-17 Arch St., ee Mfrs. 


Card Bh nodes Supplies and Filing Devi 
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ILLUSTRATORS AND ILLUSTRATIONS. 


H. SENIOR & cO., Wood Lneebny sob pad) 10 Spruce 
8t., New York. prompt. 





NE WSPAPER BARGAINS. 
eet | INTEREST can be bought in one 
of the best daily news; 


— adddrow TH Sirois MAN NS aa West Second 
Street, Los 


a eg 
no = RESSES. 


» (\ BOYS’ and girls’ irls’ names, 50c.; new names. 
250 NED HOLMES, Lexington, Nebraska. 
Gsrt thousand names of rural route patrons 

in lowa for sale at $2 per thousand. Names 
especially collected by the DaILy Capita, Des 
Moines, Iowa, for subscription purposes. These 
names cannot be improved upon for mail-order 
business and are 10 wipe trap ts a 3 
the post-offices. Names se a pre afew 
lists. Write at once. DA LY CAPITAL. Des 
Moines, Iowa. 
ee 
TRANSLATIONS. 
Cercialty. 8) os ar Spon are my spe- 
vial orders are respectfully re- 
yi ag ALBERT TACEA, 610 Commercial 
lley, New Orleans, La. 


PUBLISHING } BUSINESS OPPORTUNI. 


$7,500 


value. Parttime. There are ye 
P. HARRIS, 258 Broadway, New Yo: 


NEWSPAPER BROKER. 

NY eweraran Opportunities—Have excellent 

daily and weekly papers for sale. Republi- 
can weekly at $20,009, paying a profit of $5,000 a 
year; Democratic weekly at $8,000, paying the 
owner $2,500 a year; $20,060 Kepublican daily in 
Kentucky doing an annual tusiness of $19,600. 
Tell me your wants, and I'll furnish properties 
thav show profit and are pleasantly situated. B. 
J. KINGSTON, Newspaper Broker, Jackson, Mich 


CALENDARS. 


OST was line of advertisin 
a er oe rice list 


45 Beekman St., New York City. 


hii 





BUYS lient trade 
Can be increased many fold in 
EMERS SON 


eeonegty 


ENGRAVING. 

GAzneas trang | CO., St. Louis, Mo., 
trot; and _ Photo-Engravers. D 

SIGNS FOR A DVERTISERS "AND PUBLISHERS. 


dsiiapiecihinkcndinnementniigeie 
BULLETIN BOARDS. 
ALL BROS., 115 Dearborn st., Chicago, 111., 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
tor rent on all railroads entering Chicago. 


—_—_——_——ee—— 
CIGARS FOR SALE. 


wt will sell youa a better ¢ cigar for 5c, strai 

han most dealers will for 10c., Impo 
Havana filler, Conn. binder, genuine = abn 
wrapper, Perfecto shaj shape. 4% ‘inches Jong, Union 
ma te, mild and cee ‘or 60c. we will maila 
box of 12 of these e oneness to any address 
in the U. 8. rand. it they do — make good, return 
them and receive your m 

HARTFORD CIGAR o. 

1115 Main St.. Hartford. Conn. 


——- + 
HALF-TONES 


E would _ to estimate on your half tones 
either for the newspaper or other work. 
gPANDARD ENGRAVING CoO.,61 Ann St., New 
ork. 


EWSPAPER HALF-TONE =“ 
2x3, 7ic.; 3x4, #1; 4x5. & 
Delivered when eash ace hampaite s the order. 


d for samples. 
KNOAY LE TENG RAVING OO., Knoxville, Tenn. 
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DECORATED TIN BOXES. 


kage ofttimes 
ne how beautifully tin 
Le can be decors and Lo gel 
until you our samples an pe 
year ae made, am one 
ten million ee 
—_ boxes and Send for 
der called “Den It Row. ‘ed 


~ beg NG Ay COMPANY, 


Brooklyn, w York. 
Pe largest maker of Tin Boxes RG of the 


8 te 
BAD DEBTS 3TS COLLECTED. 


pT RICTLY first-class servic eevee, iy Reasonable 
\) centage. Once our rare our 
ron. DAY-AND-NIGHT 4 DIUSTMEN un pt 
2644 Chicago Avenue, Chicago. 


ter 
TRADE JOURNALS. 


ARDWARE DEALERS’ MAGAZINE. Cireu- 
lation 17,000. 2568 Broadway, New York. 


SUPPLIES. 


W D. WILSON PRINTING INK CO., Limited, 
« of 17 Spruce St., New York, sell more mag: 
pened cut inks than any other ink bouse in the 


"Special prices to cash buyers. 
ny as paste can be made and ready for 
water to Ber. 


<r a ped b; Stag — 

nard’s ¢ cole Ay Sy ” makes it the 
favorite paste fo i ‘all dene f 
sample and tell 
merits speak for it; 
anywhere in U. 8. 


carri 
, 46 N, State 
Chicago. 


B.-H. AGENC 





HOTELS. 
RE ae HOTEL WILMOT, 
h Penn Square, 


than formerly ; the 
new addition 
provides commodious 
smoking and writing 
rooms and other 
SORVENEIRORS: 

Just a step fro 

tee "Penoxylvapia Ry. 


tation. 
THE RYERSON W. JENNINGS CO, 


PREMIUMS. 


Lp 1& —s 8 NEW ae te CATALOG, 
contains musical instruments 
of all  deecri aoa. yee ry ional cheap 
king machine; $20,000 of Negad Ly Ee 
and guitars used in a si on yor e firm for 
remiums. Write for UM samen. 
uyon & Healy, 199 Wabash vabash ve. jo, C 


Ra LE goods are trac ave trade builders. 
is 


published annually, issue now ready; 
S or MYERS CO.. 46w, 48-50 52 Maiden Lane, N.Y. 
PRIN RINTERS. 
OOKLETS by the million. Write for booklet. 
ae. 


STEWART PRESS, 
NATALOGUES printed in large wien 
Omaha, 


/ Write STEWART PRESS, C Chicago. 
RINTERS. Write R. CARLETON, 
Neb.. for copyright lodge cut catalogue. 
6x9 circulars (prepaid nase ie 
1,000 typw. ci g rewlars, 1.50 — m. 
ples free. GOOD, the Printer abe Va. 


OXINE—A non- inflammable type. w wash. A 
substitute for We and benzine. For gee. oy 
the trade. Made by THE DOXO MFG. 


Clinton, Ia. 
‘ou are not satisfied where you a! us. 
Re ee 
ly and sai ) 
Pri NTING CO . 15 Vandewater St., New York. 
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MAILING CARD SPECIALISTS. 


1 cents to reach pur traget ‘Ee 
[*txonso Me ALLISON, Mailing Card Spe 
cialists, 603-4 Ell 


ie. 
A™% circulars snd booklets set and ¢é 


, 10¢. up. STANDARD 
pe ee OryPE 160, Wunitneon, Del. 


~ MAIL ; ORDER. 


Y wife worked a little mai! order plan last 
N winter which cleared her $15 to $20 a week 
all winter. All Ls 4 and instructions, 50c. 


799 New York Ave, r Ave., Jamaica, N.Y. 


an paper MEN, MIXERS AND PUBLISH- 
: I will honestly mail your circulars, 
aaerg tion a, etc., at 10c, der 100, $1 per 
me. 
es DANA M. BAER 
Dep’t. X., Luverne, Minn. 


ee 
HOUSE-TO-HOUSE DISTRIBUTING. 


Y NATIONAL DISTRIBUTING SERVICE 
M*, is the result of years of practical experi- 
ence in placing advertising matter direct to oa 
able, local distributors, to the entire satisfacti 
of my many patrons, to whom I am p leek ‘to 
refe. y' 

i have the only proposition that covers every 
town and city of over 2.000 population in the 
United States, also hundreds of smaller places. 
All matter is sent to reliable local men who 
make distributing an exclusive business and 
who personall: Ge rtp el, ~*~ distribution of 
all matter. Lae rsonally responsible to 


LL A. MOLT 
National pr et Dietbutor, 
Main Office, 442 St. Clair St. 
Cleveland, 0. 


FOR 3. ALE, 


I INOTYPE for sale. First-class condition. 
4 Address “B. M. M.,” care of Printers’ Ink. 


FoR )R_ SALE—Democratic weekly, town 10,000, 
Western N. Y., $2,000 required. Address 
“T. 919,” care Printers’ Ink, 


Abas y Fou and eight-page Scott perfect- 


with full modern stereo outfit. 
Adaress © TRIBUNE, Oakland, Cal. 


poe: SALE Daily ne newspaper plant in Demo- 
cratic vag Fay county cont Si a 15,000 people. 
Inquire Lock Box 345, 5, Kenosha, W: 


EFORE pny & Simon job 
presses, paper cut yar ype, De ace rial, ind. 

iy send for Sy ~ hag ARD PRESTON, 
ib Oliver St joston. 


4? xX 60 POTTER TER TWO-REV.; hy - A eee 
sofa7or8col. A fi class 
press for book, joo or newspaper tn Kk. mnicn 
co PRESTON, 1671 Oliver St- Bosto 
VB Rogers typogtaph fi trpeettng nugchines, 
gid... ra now @ great bargain. 
Fr’ for particulars Pace “a tomate oP ich of Paper 
to the COURIER-HERALD, Saginaw 


OF DOUBLE CYLINCER, with or without 
folders attached; will print 4 pages of a 7- 
cal, &nage; speed 3,000 to 4,000 per hour. Will 
ade in part pvyment. RICHARD PRESTON, 
167 Oliver St., Boston, 
buys a first-class four and eight e 
$1 700 Goss Perfecting Press, with entive 
ster-otyping outfit ¢ complete. In best condition. 
Shafting, pulleys, ete., i ress, Ten horse- 
power runs it; 7,0° to copies an hour 
guarenteed. Just the thing for live weekly or 
growing daily. Address, ‘PRESS, ” this office. 
Fo SALE—26x32 “ “Optimus” Babcock povy 
cylinder press, good as new. Must be moved 
by middle of January to make room. Will be 
sold cheap if taken before that time. For par- 
ticw'ars and price address SAMUEL J. SHIMER, 
& SONS, Milton, Pa, 
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ADDRESSING MACHINES, 
Dag megs A MACHINES—No type used in 
the Wallace stencil ad: secre as machine. A 
system of addr used by the 
shers throughout th the: sounery. Send 
& CO., 29, Murray St., 
New York. 
—— 
DESIGNERS AND ILL yi ad 
Di nating. illustrating, engrossing 


THE K.NSLEY 10, ing, Aref ae 


ADVERTISING NOVELTIES, 


pte Pocket Wallets, 4x7, 1.000 for 
including ad. “* Wear like leather.” FI ig 
& SON, 5th above Chestnut, Philadelp! hia. 


A BRIGHT steel nail file, $30 per thousand. 
Turned toot per thou- 


A COAT HANGER, tan 


your name and ad- 

dress, given to each ¢ mer, ao clothes 

n shape and makes friends. It Let 
us tall i it over. eee CO., Canto: ton, fa. 


RITE for some rice new combination 

Kitchen H ona ¥ File, Keeps your ad 

vefore the housewife and business man. THE 

WHITEHEAD & HOAG Cvu., Newark, N. J. 
Branches in all large cities, cities. 


Or LULOID blotters cost more than ordinary 

ones do, but they bring results where the 

others fail. rite for samples and prices. 

| ag * semper & NOVELTY Co., 
way, N. 


66 A USEFUL, unique and effective advertisin 
novelty’ is hye ae Walict,a sample o: 
whic es fro! e SOLLIDAY NOVELTY 
ADVERTISING Ww ORKS, Knox, {nd.”’—Advertis- 
ing » Dec., 4903. mple of this wallet and 
particulars for 20c.; 1 on with ad in gold, $38. 


A PYERTISERS—Are you looking for the best 

An advertising novelty that 
men and boys wear daily. An extra novelty 
to sell or give away at the Worid’s Fair. Never 
offered before to Go hg would like to 
poe sine boy with a by ey who use our entire 
— for 1904, G. P. "COATES. Co., Uncasville, 


E 
253 


SOMETHING! 3 NEW IN IN AVERT RING 
VELTIFS 


ractical, useful and 
istribution will do 


ttrentionte who aa a 
xe comets for 
rices of the 


Find ite Loose f Lear PE PERP ‘UAL MEM- 
M BOOK (vest- a ae size). Absolutely 
= oe uptodate. Just t me Cag foe pale a 
d ror convention souvenir. oy: 
TENGWA LL FILE AND LEDGER GoMPAN 
Chicago, Ill. 
ADVERTISING MEDIA. 
line for gevertising in THE 
1 0% JUNI jONIOR Bethlehem, Pa 
25 4 be man for 30 words5 days. hgh aya 
rockton, Mass. Circulation, July, 9,060. 
“ovens GUIDE, New Market, N. J. A. 
card request will bring sample copy. 
AN person advertising in PRINTERS’ INK to 


the amount of $16 or more is entitled to re- 
ceive the paper for one year 


OvLERy NEWS, Me. rath he 70 cents a 
on orate mon thiy. 
WILLIaus & LAR, Nev New ng Bh By N. J. 


I RY GOODS REVIEW, 506 Security Bldg., “bi- 
cago, goes tocountry merchants, Sworn cir- 
culation, 3,000; adv. rate, $1.50 an inch, lic. a Jine. 


T=; was sw agest MONTHLY, Indianapolis, 

Ind. Best um for those wanting to 
reach agents or the mail trade. Rate, 0c. Copy 
on request. 


~PECIAL one-inch “ad,” six months, $1; one 
b month, 25c.; 609 words 1 inch. Forms close 
Ist; 2.500 readers. ANY BODY'S MAGAZINE, 
Peekskill. N. Y. 
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WILL pay for a@ tive-line advegtiooment 

four weeks in 100 , Eno sconsin 
weekly newspapers. AGO SEwePaPen 
UNION, 10Sprree St. sang York. Ca logue on 
application, 100,000 cireulation weekly. 
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T=» BADGER, 300 Montgomery Bldg. 

waukee, Wis.,a family monthly. circulation 
general, copies, rate 30 cents a line. Forms 
‘ose the eae your agency a it. 


— TALK, Ashland, Oregon nae & guemety 
teed cireulati _ of b.500 coples issue. 
as pons are ples at less than 

in Newspaper Directory. 


Both other Ashlan: 
1,000 by the American 
O* LY 50c. ye ood line for eacn each insertion in entire 
list of 1 gy = A capes. located mostly in 
York, Jersey Pen navivenia. 
UNION PRINTING CO., 15 Vandowanter St., N.Y. 


yee od TRAVELERS can be_ reached 

onthly through the eastern and western 

qoctlons: of the ’ Railway Guide. Write 

for culars to 24 Park Place, N. Y. or 158 
it., Chicago. 


sam A MAGAZINE-—It is the best way to 
vertise. We print them cheap for you and 
give 100,000 cir tion at once. Send 10c. for 
plan and samples. 
J. P. ROB 
2051 Washington Ave ao <— York. 


00 GUARANTEED circulation, 25 
a line. That’s what the 
PATHFID NDER offerst the advertiser every month. 
mail-order firms. If 

do = “know of the 


ething good. 
Am for eo and rates. Ft PATHFIND! -R, 
Washingto: Cc. 


NFORMATION, Bingh N. Y., publish 
monthly list of novelty RIE an tells 
how to adve: tise successfully; how to gates mail- 
order trade and manufacture g exposes 
frauds. It reaches agents, canvaseers, "distribu- 
tors. mail-order dealers, novelty manufacturers, 
salesmen, streetmen, etc. Advertising rates, 16c. 
per line; ‘three months on on trial, 10c. None free. 


AD VERTISEMENT C CONSTRUCTORS. 


M* ads mean business. J. GREENBERG, 118 
4 Floyd St., Brooklyn, N. Y. 


GOOD ads for a_ grocery store $1.00. 
BAIT PUB. CO., Toronto, Cun. ° 
AIT-ORDER adver. written. Dasinony ering: 
ing work. A. , SHELDO DON, Olean, N 
magazine and trade rg) 
Fer write CLARENCE R. BROWN, Cresco, lowa 
50 ADVERTISEMENTS, ai aay line of business, 
» written and mailed to you for a dollar. 
J. H. LARIMORE, Westerville, — 
Bagrrase, common-sense, brin; 
ESTELLE BLEY. 





PRINTERS’ INK. 


Aa a and oom, new daily. 
d bank should use the 
Moderate prices. ART LEA( TEAG UE, New York, 


P PRINTING 
Pair TING 
Print 


RINTING 
of every description in first-class 
Advertisementa Written in a clear, pom oe b 
Send for booklet on printed letter 
head. PRINTERS’ INK PRESS, 45 Rose 8t., N.Y 


EEN writing, reading, tal talking and breath: 
Bb in an nave atmosphere fora done 
years or more. me pretty beret pee | 
saturated with the subject, but my mental 

re still open. I have learned to know 


m the other hand, I 
‘ine I 


a ED 


jugful. 
se Ay nrithouts piush, me, ability to create 
snappy, sensi advertising co. ey on 
am made to understand and believe ve 
sane on your next piece of adverti 
ARBORO, 557a Halsey Bt., | 8t., Brooklyn, 


NEED “ VERSUS’ ” WANT. 
What men want orneed the = 
a man wants ane, to him is goods 
he buys it—i. e. advertises. ‘Ail men with 
anything { to soil N NEMD advertising—not all, 
For those who bo’ 


. When 


mi 
things (such as Catalo 
me mee Price “ Folders, Circulars, Mi 
Cards and Slips, Newspape: zine Ad 
etc.,eic. My pian 1 for making people sus 

of being adie to help them is to send iH 
samples of what other people have found help- 
ful. A letter, with a suggestion of business for 
bey anny secures these samples—postal cards 


do 
No 30. FRANCIS I. MAULE, 402 Sansom St., Phila. 


oO —— NT CONSTRUCTORS 
mateur and other 
eth FOR TH ‘HE BEST ADVERTISE MENT. 
100 FOR THE SECOND BEST. 
$50 EACH FOR THE NEXT FOUR IN MERIT. 


For the purpose of encouraging amateur ad- 
vertisement constructors, as well as inviting the 
aid of the masters of the profestion, the 
Chemical Company will, within the next twelve 
months, pay ten do ~ gh each for fifty-two adver- 
tisements submitted to them that they think 
good enough to be worth an eal 
to day as accepted, ard at the end of a 
December 2, 1904—will award and pay $500 
cash prizes for i six best and most effective 


variety of _strik 





advertisements written. 
THING, 22 Munn Ave., Kast Orange, N. J 
his (FE) mark. 


+5 FERRIS, 
Drexel Building, Philad 
‘adeetar. Gimbel, Wanamaker, independent. 


ft 3 aoe a ladder that leads to success 
4 It_is le by the writer- = up by the 
press. Tell me what you want—I’ll know what to 
say. LOVEJOY, Advertiser at Koslyn, Pa. (Box 1.) 


DVERTISERS—If you want strong, forceful 
and effective drawings. illustrations and 
original ce copy, write to ° “ARTIST, ” care of Teng- 
Talk hicago, Ill. Expert work. Prices 
rearonabls 


O years ago Fame said: “Benjamin Sher- 
“Ee knows how to get out a business book 
et.” Seems to me I “—_ to know more about it 
now than | did tw ears ago. BK | gual 
prc 3148 Euclid venue, Philadel 


ae | whening booklets. catalogues, eee 
tcheea” form letters, etc., ee 

ten, illustra rinted.' Write for free bookle' 
“How We Hey Advertisers, “4 ONYDER. SOHN: 

SON & HINDMAN, 9% Tribune Bidg., Chicago. 


I MAKE a specialty of writir of writing rate cards—every 

point that advertisers and agencies want to 

know. aK gondy for printer; price $1 in ad- 

vance. A WALTERS, with Dollemayer Ad- 

be ena ng Agency, Tribune Bldg., Minneapolis, 
inn. 


HAVE been in this business a com 
short et the weekly use o' 
it fitable results. 





rativel 
this col- 
Send me 


pa 
s ready for more business, 


james J. NORMIL} , Station F, Boston, Mass, 


adver t have been submitted. 


The advertisements “of the Ripans Tabules 
have been before the publi blic for twelve years. 


They were the first largely advertised propri- 
etary medicine ever sold i in tablet form, 


They were the first remedy for dyspepsia ever 
successfully popularized tt tbrough advertising. 


They are the only proprietary “medicine sold in 
the drug stores at so low a price as five cents. 


Fourteen thousand testimonials of the efficacy 
of Ripans Tabules, as a aye psia remedy, have 
been received at office of the Ripans Chemical 
Company in twelve months. 


A = al million Ripans Tabules have been 
purchased at drug stores in the United States in 
asingle - 4 


Every drug store in America sells Ripans 
Tabules, and can give names and addresses of 
persons who have been benefited by S their use. 

Interviews with such persons furnish the 
jd material for_ effective a - 

ns Tabules. Each case 
jar points, but when presented Yo the pu pene in in 
om ahiertivamens appeais to thousands of others 
recisely like it wie 1 had thought themselves 
th he only ones who suffered in that precise way. 
The rem: ody that cures or rejieves one is a boon 
to every other B wri > living under similar con- 
ditions. The advertising value of individual 
cases can hardly be overestimated. 


Address all communications to 
CHAS. H. THAYER, PRESIDENT. 
THE RIPANS CHEMICAL COMPANY 
No, 10 Spruce 8t., New York. 
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Most business men are willing to listen 
to the advertising solicitor who has a 
money-making eo ne trouble 


a 
lies in the fact that many advertising The 
solicitors haven’t any.—White’s Sayings. 
——EEEE——E———E=__ 
Displayed Advertisements. JERSEY CITY, N.J. 
20 cents a line; $40 a page; 25 per cent 


ccsire for specified postion Fevanted. |! @ROWTH in 1903 











1,500 Mail-Order Names 
Regular Buy”rs, $2.50, 
COMMERCIAL ADV. AGENCY, Hamilton, 0 











Ween 


soya ties MADE FROM NAILS 

They’re attrectivs, ».bstantial and cheap 
Sample 10c.; bool:k 5 for the asking. 

WICK HATHAWAWSC'T'l.y Box 10, Madison, 














TO THE 


HARTFORD TIMES 


The American Newspaper Directo: 
for 1908 accords the largest ~ 


DAILY CIRCULATION IN CONNECTICUT 


in 
SIZE FROM 10 to 14 pages. 
ADVERTISING of 24 per Cent. 
CIRCULATION from 17,532 to 
18,407. 
THE ESTISATION of its read- 
ers that it has grown in every 


quality that makes a paper 
valuable. 


CONFIDENCE OF ADVER- 
TISERS that it pays. 


THE ONLY TWO (2) CENT PAPER 
IN CITY OR COUNTY. 
A HOME and not a 
STREET Circulation, 

















HOMES 


North South 
United 


FOR ADVERTISERS 


PHILADELPHIA. 


22 | Brincers 




















Over 100,000 
RELIGIOUS 


BEST OF BOTH 
HOMES 


We Shall Be Pleased To Hear From You. 18 





THE RELIGIOUS PRESS ASSOCIATION, 








MILLIONS! 


of dollars’ worth 


of American goods are sold di- 
rect to merchants in BRITISH 
COLUMBIA. Do you want 
a share of this trade? 


The Colonist 


Established in 1858. 
VICTORIA, B. C. 


6 Covers the entire . 
province,’’ 


SusscripTion RATEs: 
Daily (including Sunday), 
$6.00 per year. 
Semi-Weekly, $1.00 per year. 


The Colonist Printing and 
Publishing Co., Ltd, 
VICTORIA, B. C. 








901-902 Witherspoon Bidg., Philad’a, Pa. 








$:0-00000000000000000000 











PRINTERS’ INK. 


The Superiority of 
PRINTERS’ INK 


Printers’ Inx is the classic of advertising 
journalism—/acile princeps among the papers 
devoted to publicity. 

It is an authority—the editor is a business 
man with extensive experience in advertis- 
ing and exceptional critical judgment. 

The articles published in it are not mere 
theories; they are written by men of practical 
experience in the subjects with which they 
deal. Its aim is to teach, not to philosophize. 

In Printers’ Inx a wide range of topics is 
treated—the preparation of copy, mediums, 
trates, illustrations, mail-order advertising, 
business methods, follow-up systems, and 
dozens of other vital problems in advertising 
are adequately considered. 

The careers of noted advertising men and 
the history of successful advertising cam- 
paigns furnish both inspiration and guidance 
to its readers. 

The information that Printers’ Inx gives 
regarding mediums and circulations is in- 
valuable. 

Its Roll of Honor is a unique feature of 
direct and positive benefit both to publishers 
and to advertisers. 

Its news notes and criticisms of current 
advertising are timely and of great interest. 

The advertisements contained in its pages 
constitute a directory of thoroughly reliable 
business houses in each line represented. 
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The distinct superiority of Printers’ Ink 
over other publications of the kind is in no 
small degree attributable to the fact that it 
appears every week. 

Its readers are kept in constant, intimate 
touch with the whole advertising field. 

The years’ issues of this paper contains 
an almost encyclopedic fund of information 
on advertising in all its phases. 

As a school for the education of men and 
women in the art of advertising, Printers’ Inx 
has no peer. It is the ‘‘Little Schoolmaster” 
from whom thousands of America’s most suc- 
cessful advertising men obtain the technical 
knowledge essential to the performance of 
their duties. 

The advertising school’s course of instruc- 
tion is presented by one ortwo men. PrinTErs’ 
Inx offers the same subjects presented by 
dozens of practical advertising experts from 
different points of view. A six months’ course 
of school instruction in advertising will cost 
$25.00 to $100.00, a twelve months’ subscription 
to Printers’ Ink is yours for $5.00. 

Printers’ Ink is the business man’s adver- 
tising mentor. To it he can look with confi- 
dence for suggestions of every kind. 

This article has already indicated many 
ways in which it is helpful, but the list is by 
no means exhausted. 

The five dollars paid by the business man 
for Printers’ Inx will, if he reads his copy and 
heeds its advice, return to him five hundred 


fold in business betterment. 


M. D. WALTERS, 
4016 Ellis Avenue, Chicago. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for wi: 
cards or circulars, and any other suggestions for bettering this department. ss aseatied 





The advertisement reproduced 
below is one of a series addressed 
to “young people soon to wed,” and 
though it might have been better 
and shorter, it was probably read 
thoroughly and thoughtfully by 
most of those to whom it appealed. 
This scheme is not new, but it is, 
and always will be, good. “Young 
people soon io wed” can be depend- 
ed upon to read anything and 
everything that is particularly ad- 
dressed to them, and the house- 
furnisher can covnt on an interest- 
ed audience whenever he wants to 
give useful hints on fitting out the 
“nest.” He should never forget, 
however, that most “young people 
soon to wed” are very much in- 
terested in the cost of things. 


Information For Young People Soon 
to Wed. 





We take especial pleasure 
in furnishing houses, flats or 
apartments for the young 
people about to join fortunes, 
and we think you'll all agree 
that we are very successful 
in securing the best results, 
whether the appropriation is 
unlimited or confined to a 
stated sum. Suppose we as- 
sume, for sake of illustration, 
that the latter condition ex- 
ists. The questions as to 
where to begin and how to 
proceed present themselves. 

If the parlor is small— 
most parlors are—a_ 3-piece 
reception suite will doubtless 
be ample. 

This will consist of a tete, 
an arm chair and single chair 
in inlaid mahoganized birch, 
upholstered in either silk, 
plush or satin damask. Cost? 
Oh, anywhere from $30 to 
$60. Then perhaps a gilt 
chair, a tabouret and a pretty 
table—-a_ reproduction from 
the antique may be advised. 
For the floor a Wilton, Ax- 
minster, Tapestry or Brussels 
Carpet. For the dining room 
one of those artistic and 
“richly plain” buffets in 
quartered golden oak will 
doubtless be chosen. We 
have some real gems at very 
moderate cost. The matter of 
the dining table and chairs is 
easily disposed of, and if the 
china closet and serving table 




















are to be included there will 
be no hitch on account of 
expense. A carpet rug for 
this room. 

Then the bedroom. We 
can think of nothing more 
appropriate for a bridal cham- 
ber than the combining of 
brass and mahogany—a brass 
bed, mahogany bureau and 
chiffonier. Birdseye maple 
or oak may be substituted for 
the mahogany if you wish. 
Either is up-to-date. 

For the floor a Brussels of 
Ingrain Carpet or Matting. 

If there 1s to be a guest 
chamber we would recom- 
mend our combination offer 
of an outfit complete (12 ar- 
ticles) at $29.50. 

Then the kitchen. A “Good 
News” Range has started 
many a couple on the right 
track and we can assure you 
all kinds of good luck if you 
take our famous leader. It 
costs no more than the or- 
dinary ranges. 


It may surprise you to 
learn that such an outfit as 
we outline may be obtained 
here for a sum that will not 
exceed $300. We’re not talk- 
ing about cheap, characterless 
goods, remember. The fur- 
nishings will all be of the 
Neal, Goff & Inglis order— 
and when assembled will give 
your home an air of refine- 
ment. 











This One Ought to, Catch Those 


Are Addicted to Cocoa. 





= 
Breakfast Cocoa. 


We never tire of singing 
the praises of that breakfast 
cocoa of ours. All hands at 
the market gave it a thorough 
test before we og it in, and 


we know it to an A-1 ar- 
ticle, and as good a cocoa as 
can be found anywhere. Since 
we put it in we have sold 
thousands of cans and we can 
honestly say that no patron 
has entered a word of com- 
plaint about it. There are 
other cocoas as good, but 
they cost much more money. 
There are none better than 
this, so what’s the use of pay- 
ing more? Our price in half- 
pound cans, 15 cents. 
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Here’s the Whole Story in a Few| Here’s an Idea for You, Mr. Grocer: 
Words. Maple Syrup in Water Bottles. 





A Salt Water Bath | 
in Your Own Tub. 


Shepard sells the briny. 

A big bag of sea salt for 
10 cents. Must be five 
ounds of it—just a com- 
ortable lug home, and what 
a lot of exhilaration comes 
from its use! 

All clean and fresh. 
SHEPARD’S PHARMACY, 

Danbury, Conn. 





Good. 


| Sects Unusual 
Dolls at 75c. 


You never saw such beau- 
tiful Jointed Dolls as these 
at 75 cents, except when we 
offered a part of this same 
lot at the same price, and 
sold them in short order, 

Several hundred more to- 
day—z24 inches tall, with 
bisque head, moving eyes 
and flaxen wig. Shoes and 
stockings are also included. 

Dollis that you would esti- 
mate conservatively as being 
worth $1.50, at 

75 Cents Each. 











Some Straight-from-the-Shoulder Talk. 





Eureka 


Felt Mattresses. 


When you buy a Eureka 
Felt you buy the best Felt 
Mattress made. We are sell- 
ing a lot of them and we 
give the strongest kind of a 
guarantee. Not a “hot air” 
guarantee, but a real one 
ike this: 

If you buy a Eureka Felt 
Mattress of us and don’t like 
it, we'll give you back your 
money and take the mattress 
Just as soon as we possibly 
can. 

There won’t be any argu- 
ment about it. 

There must be considerable 
merit about a mattress that 
will induce those who buy 
one to tell their relatives 
about it to our profit and 
their comfort. 

Judging by the large num- 
ber we are selling in Bethel 
the peonte of that town evi- 

y know a good thing 
when they sleep on it. 

REYNOLDS & FULLER, 

315 Main street, 
Danbury, Conn. 








Maple Syrup. 

Finest Vermont Maple 
Syrup, which we guarantee 
to be absolutely pure, bottled 
in two sizes, 10c and 22¢; 
half galion cans, soc; gallon 
cans, $1, We also have this 
Syrup put up in caraffes or 
water bottles, very handsome 
bottles, suitable for table use, 
full quart, 35c. 





Decidedly Businesslike and to the Point, 





There’s a Heap 
o’ Difference 


in lunch bars, and_ I’ve 
striven to make mine differ- 
ent. Cleanliness, for  in- 
stance, I insist upon. Good 
food, well cooked and 
served, is another point 
you’ll appreciate. Moderate 
prices, and the same to all, 
is someting you are sure of 
when you dine at my place. 
Call and see if my _conten- 
tions are not well founded. 
JOHN BLAKE, 
Lunch Rooms, 
Danbury, Conn. 








Excellent, 





If You’vea 
Raincoat You're 
Weather-Proof. 


If this unpleasant moist- 
ness persists much longer, 
we shall arrive at a_philo- 
sophical state of mind from 
a sheer weariness of com- 
plaining. And a_ raincoat 
—a Coavenctte—will “help 
some”’ in the process. 

In more ways than one the 
men’s Cravenette coats sold 
in the Wanamaker Clothing 
Store are satisfactory. First, 
they’re rainproof, which is 
their chief raison d'etre, 
Then, they are well-built, 
none of the meal-bag effect 
possessed by many rain- 
coats you see; but with 
squared shoulders, _hand- 
made collars and __ button- 
holes; and style, swing and 
fit such as is possessed by 
our finest overcoats. Ought 
to have—they’re made in the 
same workshop. 

Again, by very reason of 
their style, they will take the 
place of an ordinary over- 
coat admirably—and the year 
round, too. 

Materials are handsome— 
dark Oxford grays, browns, 
medium grays, in fancy 
homespuns and cheviots. 

$15 to $32.50. 
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COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


33 UNION SQUARE, N.Y. 


READERS OF PRINTERS’ INK WILL RECEIVE, FREE OF CHARGE! 
CRITICISM OF COMMEACIAL ART MATTER SENT TO WR ETHAIDGE. 


The number of things a woman 
can get into an ordinary trunk has 
always been at once the admiration 
and despair of mere man, but this 
particular exploit isn’t a marker to 
the number of things some people 
can get in an ad. This is partic- 
ularly true of the picture part of 
an ad. 

If an advertiser of this class 
wants to advertise a mine, he won’t 
be satisfied with an illustration 
showing a husky miner swinging 
a pick, but must show all the 
workings of the mine, every shaft 
and tunnel, man and mule in the 


“AS PALATABLE 
AS CREAM™ 


4 i 


valifornia 
for interesting Souvenir booklet about 
s world’s-famed 2,000 acre Sylmar Olive Ranch and 
about the method by which 
_ Sylmar Olive Oil 
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Not 


whole outfit. If this is a physical 
impossibility, he is unhappy. 

Figures doing something make, 
perhaps, the best possible illustra- 
tion for an advertisement, but it 
isn’t necessary to show fifteen or 
twenty people doing something in 
erder to make it understood that 
there is something doing. 

The advertisement of the Los 
Angeles Olive Growers’ Associa- 
tion, here reproduced, would have 


fj 


been an excellent one were it not 
for this passion to print a picture 
showing a lot of figures and con- 
taining any amount of detail. 

One man picking olives, as in 
No. 2, is certainly enough to serve 
as an illustration and to attract 
the eye, eliminating the rest of 
the figures and turning the detail 
into solid black and white. It does 
not impair the advertising value of 
the picture in the slightest, while 
it does add tremendously to its 
effectiveness. 

As a rule, one figure, or, at the 
“AS PALATABLE 

AS CREAM’ 


California 


No.2 
most two, is quite enough for ad- 
vertising purposes. When you use 
more, you exchange clearness for 
confusion. 


+0 
THE THOUGHTLESSNESS OF 
WIVES. 


In the window of a public house in 
Whitechapel has been seen a card, on 
which was written the following notice: 
“A friendly lead will be given on Wed- 
nesda nig it in aid of Bill Sykes, whose 
wife has just died and left him totally 
unprovided for.”—Advertisers’ Review, 
London. 
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My Tin Wedding. 


Ten years ago I hired a small room, twenty 
feet square, up four flights of stairs, without any 
elevator service, at No. 10 Spruce Street, and 
started selling printing inks for cash only. 

I inserted a small advertisement in this paper 
offering news ink lower than it was ever sold before, 
and at the end of my first month in the business 
had filled only seven (7) orders, amounting to $29.75. 
Nothing daunted, I then inserted a double page ad, 
and compared my case to the man on the London 
Bridge offering sovereigns at a shilling apiece with 
no buyers. 

The tide seemed to turn immediately, and 
the trade kept growing until I now average over 
one thousand orders a month. Taking into con- 
sideration that I never employed salesmen, this is 
a mighty large number of ink orders, especially 
where every one of them is paid for before leaving 
the shop. My ads appear in all the trade papers, 
and the name of Printers Ink Jonson is a by-word 
on the lips of every printer from Maine to Cali- 
fornia. My customers act as my agents, by telling 
their fellow printers about the good qualities of my 
inks, and the reasonable prices which I charge. 
Wealth nor prestige cuts no figure with me. The 
man who buys 25 cents’ worth receives the same 
courteous treatment as the fellow who orders 
$25.00 worth, and both must plank down the money 
before they can get the ink. The customer is the 
sole judge. When he feels that he has not received 
the goods he bargained for his money is refunded, 
along with the cost of transportation. Send for 
my new book; it contains valuable suggestions for 
relieving troubles in the pressroom. 


Address PRINTERS INK JONSON, 
17 Spruce Street” eemeNew “York” 
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"Yes Sir. That paper Oren; 
goes into One Million and a 


> Quarter homes 
every month” 


No Mail Order Advertiser 


can afford to omit 


(OmFeRt 


from his list. “COMFORT” is the leading mail 
order journal. @[t goes to more country people— 
the real mail order buyers—than any other paper of 
any kind published anywhere. lt guarantees its 
circulation of One Million and a Quarter copies each 
issue. 
GAsk any Advertising Agent about COMFORT or write 
W. H. GANNETT, Pub., Inc. 
Augusta, Maine. 


Chicago Office: 1635 Marquette Building. 
New York Office; 707 Temple Court, 











